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Tom  Callinan  and  Carolyn  Washhum 


with  the  new  press  in  Rochester,  N.Y. 


How’s  this  for  a  newsroom  challenge? 
The  afternoon  newspaper  consolidat 


1 1  The  afternoon  newspaper  consolidates  with  the  morning  newspaper. 

A  new  press  comes  on  line,  bringing  greater  color  possibilities. 

The  photo  staff  shifts  to  digital  cameras. 

And  the  newsroom  produces  top-drawer  enterprise  and  public-service 
efforts. 

All  that  -  and  more  -  happened  in  less  than  a  year  in  Rochester,  N.Y., 
at  the  Democrat  and  Chronicle.  The  challenges  were  met  and  managed 
so  well  that  the  newspaper  won  Gannett’s  award  for  Outstanding  News 
Achievement  by  a  Newspaper.  And  Editor  Tom  Callinan,  who  with 
Managing  Editor  Carolyn  Washburn  directed  the  changes,  was  named 
Gannett’s  Editor  of  the  Year. 

We  salute  the  Rochester  team  for  its  excellent  work  -  just  as  we  salute 
the  many  other  Best  of  Gannett  winners  recognized  on  the  following 
pages  of  this  edition. 

All  help  make  their  Gannett  publications  newspapers  at  their  best. 


NEWSPAPERS  AT  THEIR  BEST 


Best  of  Gannett  1997 


We  at  Qannett  recognize  and  reward  excellence.  Here 
are  the  top  winners  of  our  2 1st  annual  Best  of  Qannett 
contest  and  of  other  company  news  awards.  On  behalf 
of  their  readers,  we  thank  all  of  these  editors  and 
staffers  for  their  commitment  to  quality  work. 

Winners 

Outstanding  Achievement  Award  for 
Best  News  Performance  by  a  Newspaper 
and  Gold  Medal  Winner 

Winner:  Rochester  (N.Y.)  Democrat  and  Chronicle. 
Finalists  and  Gold  Medal  winners:  Poughkeepsie  (N.Y.) 
Journal;  Reno  (Nev.)  Gazette -Journal;  The  Tennessean, 
Nashville;  The  News  Journal,  Wilmington,  Del. 

Editor  of  the  Year 

Winner:  Tom  Callinan,  Rochester  (N.Y.)  Democrat  and 
Chronicle.  First  runner-up:  Derek  Osenenko, 
Poughkeepsie  (N.Y.)  Journal.  Second  runner-up:  Dennis 
Lyons,  The  Reporter,  Lansdale,  Pa. 

President’s  Ring  winners:  Mike  Beck,  Iowa  City  Press- 
Citizen;  George  Benge,  Asheville  (N.C.)  Citizen-Times; 
Ward  Bushee,  Reno  (Nev.)  Gazette-Journal;  Bennie 
Ivory,  The  Courier-Journal,  Louisville,  Ky.;  Vikki  Porter, 
The  Desert  Sun,  Palm  Springs,  Calif.;  Mark  Silverman, 
The  Detroit  News;  Frank  Sutherland,  The  Tennessean, 
Nashville. 

Public  Service 

Division  I:  The  Tennessean,  Nashville. 

Division  II:  Journal  and  Courier,  Lafayette,  Ind. 

Division  III:  The  Ithaca  (N.Y.)  Journal. 

Most  Improved  Newspaper 

Winner:  The  Bellingham  (Wash.)  Herald. 

Runners-up:  Iowa  City  Press-Citizen;  The  Reporter, 
Lansdale,  Pa.;  The  Desert  Sun,  Palm  Springs,  Calif.; 
Pensacola  (Fla.)  News  Journal. 

Freedom  of  Information  Award 

Winner:  The  Herald-Dispatch,  Huntington,  W.Va. 
Finalists:  The  Cincinnati  Enquirer;  The  Courier-Journal, 
Louisville,  Ky.;  Reno  (Nev.)  Gazette-Journal;  The  News 
Journal,  Wilmington,  Del. 

Outstanding  Achievement 
by  an  Individual 

Division  I:  Mark  Zaleski,  The  San  Bernardino  County 
(Calif.)  Sun.  Division  II:  Craig  Harris,  Statesman 
Journal,  Salem,  Ore.  Division  III:  Melinda  Crowcroft, 
The  Ithaca  (N.Y.)  Journal. 


Tom  Callinan  Mark  Zaleski 


Outstanding  Achievement  in  Writing 

Division  I:  Monica  Whitaker,  The  San  Bernardino 
County  (Calif.)  Sun.  Division  II:  Susan  Reinhardt, 
Asheville  (N.C.)  Citizen-Times.  Division  III:  Chuck 
Baldwin,  Iowa  City  Press-Citizen. 

Outstanding  Achievement 

by  a  USA  TODAY  News  Staffer _ 

Winner:  Susan  Page. 

Feature  Writing 

Division  1:  Monica  Whitaker,  The  San  Bernardino 
County  (Calif.)  Sun.  Division  II:  Susan  Reinhardt, 
Asheville  (N.C.)  Citizen-Times.  Division  111:  Melvin 
Durai,  Public  Opinion,  Chamhersburg,  Pa. 

Spot  News 

Division  I:  The  Des  Moines  Register. 

Division  II:  Poughkeepsie  (N.Y.)  Journal. 

Division  III:  Norwich  (Conn.)  Bulletin. 

Investigative  Reporting 

Division  I:  John  Hopkins  and  Mark  Braykovich, 

The  Cincinnati  Enquirer.  Division  II:  Craig  Harris, 
Statesman  Journal,  Salem,  Ore. 

In-Depth  Reporting 

Division  I:  Gabrielle  Fimbres,  Tucson  (Ariz.)  Citizen. 
Division  II:  Mary  Beth  Pfeiffer,  Darren  O’Sullivan  and 
Carol  Trapani,  Poughkeepsie  (N.Y.)  Journal. 

In-Depth/Investigative  Reporting 

Division  III:  John  Yaukey,  Joe  Wilensky  and  Bill 
Warren,  The  Ithaca  (N.Y.)  Journal.  (In-Depth  and 
Investigative  Reporting  categories  were  combined  for 
Division  III.) 

Specialty  Reporting 

Division  I:  Alice  Crann,  Pensacola  (Fla.)  News  Journal. 
Division  II:  Matt  Fitzsimons,  The  Desert  Sun,  Palm 
Springs,  Calif.  Division  Ill:  Jay  Tokasz,  The  Ithaca 
(N.Y.)  Journal. 

Sports 

Division  I:  Tucson  (Ariz.)  Citizen.  Division  II:  Green 
Bay  (Wis.)  Press-Gazette.  Division  111:  The  Marietta 
(Ohio)  Times. 

Business/Consumer  Reporting 

Division  1:  Rochester  (N.Y.)  Democrat  and  Chronicle. 
Division  II:  Todd  Henneman,  The  Desert  Sun,  Palm 
Springs,  Calif.  (Business/Consumer  Reporting  was 
included  with  Specialty  Reporting  in  Division  III.) 


Craig  Harris  Melinda  Monica  Whitaker  Susan  Reinhardt  Chuck  Baldwin  Susan  Page 

Crowcroft 


Staff  Enterprise 

Division  I:  The  News  Journal,  Wilmington,  Del. 

Division  II:  Poughkeepsie  (N.Y.)  journal.  Division  III: 
The  Reporter,  Lansdale,  Pa. 

Commentary  Columns 

Division  I:  Donald  Kaul,  The  Des  Moines  Register. 
Division  II:  Craig  Hilhurn,  The  News-Star,  Monroe,  La. 
Division  III:  Chuck  Baldwin,  Iowa  City  Press-Citizen. 

Editorials 

Division  I:  Mark  Nixon,  Lansing  (Mich.)  State  Journal. 
Division  II:  Stephen  Kiernan,  The  Burlington  (Vt.) 

Free  Press.  Division  III:  Chuck  Baldwin,  Iowa  City 
Press-Citizen. 

Editorial  Cartoons 

All  divisions:  Nick  Anderson,  The  Courier-Journal, 
Louisville,  Ky. 

Packaging  and  Presentation 

Division  I:  The  Cincinnati  Enquirer.  Division  II:  The 
Desert  Sun,  Palm  Springs,  Calif.  Division  III:  Melinda 
Crowcroft,  The  Ithaca  (N.Y.)  Journal. 

Headlines 

Division  I:  Jerry  Manley,  Tom  Sullivan  and  Oscar 
Alonso,  The  Tennessean,  Nashville.  Division  II: 

Fran  Perritano,  Tim  Blydenburgh  and  Alex  Bonafice, 
Observer-Dispatch,  Utica,  N.Y.  Division  III:  Phil 
Freedman,  The  Reporter,  Lansdale,  Pa. 

Informational  Graphics 

Division  I:  Raoul  Ranoa,  The  San  Bernardino  County 
(Calif.)  Sun.  Division  II:  Dean  DiMarzo,  Poughkeepsie 
(N.Y.)  Journal.  Division  III:  Paulina  Reid,  The  Ithaca 
(N.Y.)  Journal. 

Deadline  Photography 

Division  I:  Mark  Zaleski,  The  San  Bernardino  County 
(Calif.)  Sun.  Division  II:  Renee  Byer,  Statesman  Journal, 
Salem,  Ore.  Division  III:  Jeff  Morehead,  Chronicle- 
Tribune,  Marion,  Ind. 

Non-Deadline  Photography 

Division  I:  Eric  Parsons,  The  San  Bernardino  County 
(Calif.)  Sun.  Division  II:  Rich  Abrahamson,  Fort  Collins 
Coloradoan.  Division  III:  Marguerite  Nicosia,  The 
Ithaca  (N.Y.)  Journal. 


Best  of  Gannett  Judges 

Division  I 

Will  Corbin,  vice  president/editor.  Daily  Press,  Newport 
News,  Va. 

Gene  Foreman,  deputy  editor/vice  president.  The 
Philadelphia  Inquirer. 

Tenny  Mickey,  managing  director.  Human  Resource 
Project  Group,  Palm  Springs,  Calif.,  and  a  reader  of  The 
Desert  Sun  at  Palm  Springs. 

Susanne  Shaw,  professor  and  associate  dean,  William 
Allen  White  School  of  Journalism  and  Mass 
Communications,  University  of  Kansas,  Lawrence. 

Alecia  Swasy,  business  editor,  St.  Petersburg  (Fla.) 

Times,  and  author  of  books  on  Procter  &  Gamble  and 
Eastman  Kodak  Co. 

Stuart  Wilk,  managing  editor.  The  Dallas  Morning  News. 

Division  11 

Bruce  Giles,  executive  editor.  The  Tuscaloosa  (Ala.) 
News. 

Bob  Haiman,  president  emeritus.  The  Poynter  Institute 
for  Media  Studies,  St.  Petersburg,  Fla. 

Sandra  Petykiewicz,  editor,  Jackson  (Mich.)  Citizen 
Patriot. 

Benjamin  Seto,  business  editor.  Contra  Costa  Times, 
Walnut  Creek,  Calif.,  and  president  of  the  Asian 
American  Journalists  Association. 

Diane  Stees,  NASA  engineer,  Kennedy  Space  Center, 
CtKoa  Beach,  Fla.,  and  a  reader  of  FLORIDA  TODAY  at 
Brevard. 

William  W.  Sutton  Jr.,  deputy  managing  editor.  The 
News  &  Observer,  Raleigh,  N.C. 

Division  III 

Sarah  Jenkins,  editor,  Yakima  (Wash.)  Herald-Republic. 
Sandra  A.  Johnson,  manager,  workforce  diversity.  New 
York  State  Electric  and  Gas,  Binghamton,  N.Y.,  and  a 
reader  of  the  Press  &  Sun-Bulletin  at  Binghamton. 

Tom  Lee,  executive  editor/vice  president,  Oshkosh 
(Wis.)  Northwestern. 

David  B.  Offer,  editor.  The  Newport  (R.L)  Daily  News. 
Ann  Schierhorn,  ass<.x;iate  professor.  School  of 
Journalism  and  Mass  Communication,  Kent  State 
University,  Kent,  Ohio. 

Dan  Suwyn,  managing  editor.  Savannah  (Ga.)  Morning 
News. 


Reader  Involvement 


Division  I:  The  Honolulu  Advertiser. 
Division  II:  The  Burlington  (Vt.)  Free  Press. 
Division  III:  The  Reporter,  Lansdale,  Pa. 
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CALENDAR 


JUNE 

24-27 

National  Association  of  Hispanic  Journalists 
Conference,  Hyatt  Regency,  Miami 

24-27 

Association  of  American  Editorial  Cartoonists 
Convention,  Caesar’s  Palace,  Las  Vegas 

JULY 

29-3 

National  Association  of  Black  Journalists 
Conference,  Grand  Hyatt,  Washington,  D.C. 

AUGUST 

5-8 

Association  for  Education  in  Journalism  and  Mass 
Communication  Convention,  Hyatt  Regency  and 
Sheraton  Inner  Harbor,  Baltimore,  Md. 

5-8 

Asian  American  Journalists  Association  Conference, 
Sheraton  Hotel  and  Towers,  Chicago 

16-18 

Inter  American  Press  Association,  Chapultepec 
Conference  on  Freedom  of  Expression,  Hotel 
Camino  Real  Inter-Continental,  San  Jose,  Costa  Rica 

The  late  Nelson  Poynter,  former  owner 
of  the  St.  Petersburg  Times,  believed  in  the 
link  between  strong  community  coverage 
and  a  newspaper’s  independence. 

“Our  mission  is  to  set  and  maintain  the 
highest  standards  of  excellence  in  the  field 
of  journalism,  through  independence, 
enterprise  and  commitment  to  the  public 
interest,”  Mr.  Poynter  wrote  in  1947.  He 
believed  that  to  be  responsive  to  its 
community  a  newspaper  must  remain 
independent  of  chain  ownership. 

Mr.  Poynter’s  values  remain  the 
foundation  on  which  the  Times  operates. 

Our  executives  and  staff  live  in  the 
neighborhoods  we  serve.  There  are  no 
long-distance  decisions  on  how  to  cover 
news,  no  pressure  from  stock  analysts. 

“It’s  a  different  point  of  reference,”  Times 
managing  editor  Neil  Brown  said.  “We 
answer  to  readers,  not  out-of-town  investors.” 

Independence.  It  works  for  us  -  and  for 
our  readers.  We’re  glad  to  be  Tampa  Bay’s 
hometown  newspaper. 

^.Petersburg  fil^imes 

Florida’s  Best  Newspaper 
www.sptimes.com 


SEPTEMBER 

8- 18  National  Press  Photographers  Association  Digital 

Imaging  Conference,  Adam’s  Mark  Hotel,  Columbus, 
Ohio 

10-12  Society  of  Newspaper  Design  Convention, 
Philadelphia  Marriott,  Philadelphia 

13- 15  Independent  Free  Papers  of  America  Fall  Conference, 

St.  Louis  Airport  Marriott,  St.  Louis 
17-19  Annual  Mid-America  Newspaper  Conference,  Lake 
of  the  Ozarks  Holiday  Inn,  Lake  Ozark,  Mo. 

17-20  New  England  Newspaper  Operations  Association 
Annual  Conference,  Marriott,  Portland,  Maine 
23-25  America  West  ’98,  John  Ascuaga’s  Nugget,  Reno,  Nev. 
23-26  National  Conference  of  Editorial  Writers  Annual 
Convention,  Chateau  Laurier,  Ottawa,  Canada 

23- 27  Suburban  Newspapers  of  America  Fall  Publishers/ 

Retail  Ad  Managers  Meeting,  J. W  Marriott, 
Washington,  D.C. 

24- 26  National  Newspaper  Association  Convention  and 

Trade  Show, The  Nugget,  Reno,  Nev. 

OCTOBER 

9- 11  American  Association  of  Sunday  and  Feature  Editors 

Annual  Convention,  Hyatt  Regency,  San  Diego 

14- 17  Associated  Press  Managing  Editors  Annual 

Conference,  Disneyland  Hotel,  Anaheim,  Calif. 
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Pox  On  Our  House 

PLAGIARISM  AND  FABRICATION  are  the  cancer  clusters  of  jour¬ 
nalism;  From  time  to  time,  a  disturbing  eruption  of  lies  breaks 
out  and  a  desperate  search  follows  to  find  some  pattern,  some 
explanation. 

To  say,  as  authorities  frequently  do  when  clusters  of  deadly  disease 
emerge,  that  they  are  nothing  more  than  a  statistical  anomaly  seems 
woefully  insufficient  —  even  when  it’s  the  truth. 

We  are  living  through  one  such  episode  now,  as  fact-checkers  at  the 
Boston  Globe  and  New  Republic  magazine  (E&P,  June  20,  “Above  The 
Fold,”  p.4)  discover  that  each  employed  a  star  writer  who  was  a  fabu¬ 
list.  And  right  after  the  Globe  fired  Patricia  Smith  for  inventing  people 
and  quotes  in  several  columns,  the  paper’s  even  better-known  colum¬ 
nist,  Mike  Barnicle,  was  accused  by  lawyer  Alan  M.  Dershowitz  of 
doing  exactly  the  same  thing. 

After  reviewing  364  columns  dating  back  to  early  1996,  the  Globe 
determined  those  allegations  were  false. The  Globe’s  diligence  is 
admirable  —  and  it  must  be  remembered  that  it  was  the  newspaper 
itself  that  flagged  Patricia  Smith’s  inventions,  in  part  by  using  a  fact¬ 
checking  system  begun  two  years  ago. 

Widespread  fact-checking,  however,  is  impractical  in  the  high-speed 
daily  newsroom.  In  the  end,  a  newspaper  must  heed  the  Russian 
proverb  Ronald  Reagan  loved  so  well:  Trust,  but  verify.  Often,  the  warn¬ 
ing  signs  are  there  long  before  a  writer  becomes  a  star.  Smith,  for 
instance,  apparently  made  up  part  of  a  concert  review  when  she  was 
at  the  Chicago  Sun-Times.  And  the  poster  child  of  newspaper  fabrica¬ 
tion,  Janet  Cooke,  got  her  a  job  at  the  Washington  Post  with  a  resume 
every  bit  as  fictional  as  her  story  of  an  8-year-old  heroin  addict. 

This  latest  credibility  cluster  reminds  us  all  that  even  the  best  and 
brightest  in  journalism  cannot  ignore  the  first  thing  the  humble  City 
News  Bureau  in  Chicago  tells  its  greenest  rookies:  If  your  mother  says 
she  loves  you  —  check  it  out. 

The  Fourth  Estate  By  Steve  Greenberg 


With  which  have  been  merged:  The  Journalist,  established  March 
22,  1884;  Neu'spaperdom,  March  1892;  The  Fourth  Estate,  March  1, 
1894;  Editors  Publisher,  ]\me:  29, 1901;  Adtertising,  ]\me  22, 1925. 
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Flawed  financial 
comparisons 

Your  piece  on  newspaper  com¬ 
pany  financials  (May  23,  pp-  KvlS, 
33-34)  was  interesting  but  for  compar¬ 
ative  purposes  was  flawed.  This  was 
particularly  invidious  when  you  identi¬ 
fied  what  you  call  the  "winners”  in  rev¬ 
enue,  income  and  margin. 

The  problem  is  that  you’re  actually 
comparing  apples  and  pears.  Many  of 
the  companies  reviewed  have  diver¬ 
gent  interests  while  some  are  pure 
newspaper  businesses.  This  can,  and 
does,  result  in  performance  differences 
which  have  little  or  nothing  to  do  with 
comparative  success  or  failure. 

Take  Thomson.  You  published  the 
quarterly  figures  of  the  Thomson  Corp. 

Newspaperdom® 


50  YEARS  AGO  . . .  New  York  City’s 
12th  daily,  the  New  York  Star,  was 
bom,  taking  over  for  the  8-year-old 
morning  daily  PM.  Although  the 
Star's  nameplate  identifies  it  as  for¬ 
merly  PM,  only  the  tabloid  format 
remained  the  same.  The  hard  news 
style  features  spiot  news  and  sports, 
and  opinion  pages  move  behind  the 
centerfold,  from  Pages  2  and  3. 

A  hearing  was  scheduled  for  June 
29  on  a  proposed  newspaper  confi¬ 
dence  law  (now  known  as  a  shield 
law).  Following  the  jailing  of  two 
Newburgh,  N.Y.,“newsmen”for 
refusing  to  name  their  sources,  state 
Sen.  Thomas  C.  Desmond  hoped  to 
gain  passage  of  the  bill  by  bringing 
it  to  the  Legislature.  In  the  1 1  states 
that  have  confidence  laws,  local  offi¬ 
cials  maintained  the  laws  don’t  neg¬ 
atively  affect  the  judicial  system  and 
aren’t  abused  by  reporters. 

From  Editor  &  Pubusher 
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and  accurately  showed  a  loss  was 
recorded. Thomson  Newspapers  actual¬ 
ly  performed  extremely  well  —  but  we 
account  for  only  15%  of  TTC  and  our 
numbers  were  skewed  by  those  in 
other  divisions.  In  fact.TTC  has  a  big 
stake  in  professional  book  publishing, 
where  the  profits  are  traditionally 
made  in  the  last  quarter.  Its  first-quar¬ 
ter  numbers  are  therefore  largely 
meaningless  as  an  indicator  of  how  the 
year  will  turn  out. 


Stuart  Garner 

president/CEO,  Thomson 
Newspapers,  Stamford,  Conn. 

Editors  note:  Garner  makes  a  good 
point.  If  all  the  companies  we  cover 
broke  Old  newspaper  operating 
results,  we  would  chart  those  num¬ 
bers.  Since  they  don’t,  and  they’re  not 
required  to.  our  summary  charts  are 
based  on  figures  reported  by  all  com¬ 
panies:  consolidated  results.  ViPen 
available,  specifics  on  newspaper 
divisions  —  such  as  Thomson’s  — 
were  included  in  company-by-compa- 
ny  summaries. 

Chicago  aims  to 
limit  clutter,  not 
reader  choice 

Your  may  16  editorial  says  the 
City  of  Chicago  is  “limiting  the 
public’s  choice  of  what  to  read”  by 
proposing  to  replace  individual  news¬ 
paper  vending  boxes  with  boxes  that 
hold  several  newspapers. 

Our  aim  is  to  limit  clutter,  not 
choice.  Some  corners  now  contain  15 
or  more  vending  boxes.  Besides  being 
unsightly',  they  present  a  safety’  hazard 
to  the  physically  impaired  and  to  peo¬ 
ple  who  have  to  navigate  their  way 
through  them  to  access  city’  buses. 

Our  pilot  program,  which  has  been 
approved  by  the  newspapers  on  a  six- 
month  trial  basis,  is  designed  to  ensure 
that  the  number  of  newspaper  vending 
slots  at  any  intersection  will  not 
decrease.  In  fact,  at  many  intersections, 
the  number  of  vending  slots  actually 
will  increase,  giving  the  public  more 
choice  than  it  has  now. 

The  City  of  Chicago  wants  our  city’  s 
many  newspapers  to  remain  strong 
and  vibrant.  We  believe  the  pilot  pro¬ 
gram  is  consistent  with  that.  After  six 


months,  we  ll  get  feedback  from  the 
papers  and  from  the  public.  If  changes 
are  needed,  we  ll  make  them. 

If  the  multiboxes  are  successful  — 
and  we  think  they  will  be  —  we  will 
expand  the  program.  But  no  one  in 
downtown  Chicago  will  ever  be  more 
than  a  few  feet  away  from  the  newspa¬ 
per  of  his  or  her  choice. 

Jacquelyn  Heard 

press  secretary  to 
Chicago  Mayor  Richard  M.  Daley 

Thanks  hut .  . . 
headline  was  off 

I  AM  VERY  grateful  to  E&P  for  pub¬ 
lishing  an  article  I  wrote  about  jour¬ 
nalism  education  Qune  6,  “Shop  Talk  At 
Thirty,”  p.  56).  However,  the  headline 
—  “Ph.D.  Push  Drives  Journalism  from 
Top  Universities”  —  is  inaccurate.  The 
hiring  of  Ph.D.s  with  professional  ex¬ 
perience  is  actually  helping  to  preserve 
journalism  programs,  because  Ph.D.s 
elevate  the  scholastic  rigor  of  such 
programs.  Historically,  weak  scholar¬ 
ship  has  been  one  of  the  major  com¬ 
plaints  against  journalism  programs. 

David  Demers 

assistant  professor,  Edward  R. 
Murrotv  School  of  Communication. 
Washington  State  University, 
Pullman,  Wash. 


Corrections 

A  HEADLINE  ON  a  brief  item  (June 
20,  p.  80)  mistakenly  said  the 
Toronto  Star  had  dumped  the  Audit 
Bureau  of  Circulations  in  favor  of  BPA 
International.  In  fact,  the  newspaper 
will  be  audited  by  both  ABC  and  BPA. 

IN  THE  SAME  issue,  a  story  on  Pete 
Hamill  (pp.  18-19)  incorrectly 
referred  to  him  as  a  Pulitzer  Prize  win¬ 
ner.  He  isn’t. 

An  article  on  coverage  of  the 
school  shooting  in  Springfield, 
Ore.,  (June  13,  pp.  14-16)  mistakenly 
referred  to  golfer  Casey  Martin  being  on 
trial.  In  fact,  Martin  initiated  a  civil 
action  to  force  the  Professional  Golfers’ 
Association  to  allow  him  to  ride  a  golf 
cart  in  tournaments  because  of  a  med¬ 
ical  condition. 
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Reader  Services 


How  to  Contact  Editor  &  Publisher 

■  Mail:  11  West  19th  Street. 

New  York,  NY  10011-4234 

■  E-mail:  edpub@mediainfo.com 

■  Phone:  (212)  675-4380 

■  Fax:  Editorial/Permissions  (212)  691-7287 

Advertising/Mail  Lists/Reprints  (212)  929-1259 
New  Media/Conferences  (212)  929-1894 


a- 

Av 


Subscriber  Services/Back  Issues 

■  New  subscriptions,  renewals,  subscription  payments, 
change  of  address,  back  copies,  annual  directories, 
billing  questions,  write  to:  E&P  Subscription  Dept., 

P.O.  Box  3000,  Denville,  NJ  07834-3000. 

Phone:  (800)  783-4903  -  Mon.-Fri.,  9  a.m.-9  p.m.; 

Sat.,  9  a.m.-4  p.m.  EST.  Fax:  (973)  627-5872. 


HpH  News,  Story  Ideas,  Press  Releases, 

Job  Changes,  Obits 

■  Please  address  all  news  items  to:  George  Garneau, 
managing  editor.  Fax:  (212)  691-7287. 


Letters  to  the  Editor/Shop  Talk  at  Thirty 

■  Please  include  your  name,  company  affiliation 
and/or  residence,  and  phene  number  (for  verification) 
on  Letters  to  the  Editor. 

■  Essays  (nonreturnable)  on  industry  issues  are 
accepted  on  speculation  for  Shop  Talk  at  Thirty. 
Submit  to  Letters  to  the  Editor  or  Shop  Talk  at  Thirty, 
c/o  George  Garneau. 


E&P  Archives 

KflBl  ■  Online  access  to  E&P  magazine  archives  and  our 

entire  Web  site  archives  -  Editor  &  Publisher  Interactive 
-  is  available  at  http://www.mediainfo.com/Library.htm. 
Charges  are  outlined  on  our  Web  site  or  call  our  new 
media  division  at  ext.  504. 

■  Editor  &  Publisher  is  available  in  microfilm  and  elec¬ 
tronic  products  form  from  UMI,  300  N.  Zeeb  Rd., 

P.O.  Box  1346,  Ann  Arbor,  Ml  48106-1346. 

Phone:  (800)  521-0600. 


■PS|I  Editorial  Reprints/Permissions 

order  reprints  of  articles  contact  Reprint  Services. 
Qllljlll  Phone:(612)582-3800 

■  To  obtain  permission  to  use  any  part  of  E&P, 
contact  information  services  manager  Shqipe  Malushi 
at  ext.  351. 


H  Mailing  Lists 

■  Editor  &  Publisher  does  nsl  release  its  subscriber  list. 
■  The  comprehensive  database  of  the  Editor  & 
Publisher  International  Year  Book  is  available  in  hard 
copy,  CD-ROM  and  customized  lists  on  labels  or  disk. 
Contact  our  CD-ROM/database  representative 
at  ext.  172. 


Web  Site/Conferences/Other  Services 

■  Access  information  about  E&P  products  and  services 
on  our  Web  site.  Editor  &  Publisher  Interactive 
http://\«ww.mediainfo.com. 
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E6^P  Newspaper  Stocks 

(weekly  stock  prices  of  public  companies 
with  significant  newspaper  interests) 


6/24/98 

6/16/98 

6/24/97  1 

A.H.  Belo  Corp.  (NY)+ 

22.625 

24.750 

42.250 

American  Media  Inc.  (NY) 

6.750 

6.625 

6.250 

Central  Newspapers  Inc.  (NY) 

65.250 

63.375 

65.625 

Dow  Jones  &  Co.  Inc.  (NY) 

54.063 

48.938 

39.375 

E.W.  Scripps  Co.  (NY)* 

52.563 

51.313 

39.125 

Gannett  Co.  Inc.  (NY)# 

70.500 

66.125 

49.125 

Gray  Comm.  Sys.  (NY) 

31.375 

30.625 

20.750 

Harte-Hanks  Inc.  (NY)++ 

25.375 

23.188 

30.375 

Hollinger  International  (NY) 

16.438 

15.750 

11.437 

Journal  Register  Co.  (NY)## 

18.813 

18.438 

18.125 

Knight  Ridder  (NY) 

54.438 

54.250 

46.687 

Lee  Enterprises  Inc.  (NY) 

29.750 

29.125 

26.312 

McClatchyCo.(NY) 

31.375 

29.375 

28.375 

Media  General  Inc.  (AM) 

48.250 

45.250 

34.437 

New  York  Times  Co.  (NY) 

76.000 

71.500 

50.062 

News  Corp.  Ltd. 

27.375 

26.063 

19.125 

Pearson  Ltd. 

18.000a 

17.625a 

7.050a 

Pulitzer  Publishing  Co.  (NY)** 

86.500 

83.750 

52.875 

Quebecor  Inc.  Class  A 

19.875b 

19.875b 

26.750b 

Sun  Media  Corp.  (TSE)## 

14.250b 

13.100b 

N/A 

Thomson  Corp.  (TSE) 

41.700b 

41.000b 

32.350b 

Times  Mirror  Co.  (NY) 

63.938 

63.313 

57.437 

Tribune  Co.  (NY)*** 

65.938 

67.000 

47.500 

Washington  Post  Co.  (NY) 

541.125 

540.500 

399.750 

*  Adjustment  to  reflect  receipt  of  1 .16  shares  of  Comcast  for  each 
share  of  E.W.  Scripps  as  of  1 1/13/96 

**  Adjusted  for  4-for-3  stock  split  as  of  11/1/96 
***  Adjusted  for  2-for-1  stock  split 

#  Adjusted  for  2-for-1  stock  split  as  of  10/6/97 
##  Company  went  public  on  5/8/97 

###  Initial  public  offering  completed  on  12/15/97 
+  Adjusted  for  2-for-1  stock  split  as  of  6/5/98 
++  Adjusted  for  2-for-1  stock  split  as  of  3/16/98 
(a)  British  pounds  (b)  Canadian  dollars 
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In  Act  Of  Contrition,  Ottawa  Sun  Takes  Hit, 
Declares  Itself  ‘Sleazy’  No  More 


Newspaper  publishers  often 

order  redesigns  —  but  rarely 
tell  readers  they  did  so  because  part 
of  the  paper  was  “sleazy.” 

That,  however,  was  the  approach 
taken  by  Mark  Bonokoski,  publisher 
and  CEO  of  the  Ottawa  Sun,  the 
tabloid  based  in  Canada’s  capital. 

In  a  note  to  readers  headlined  “A 
Cleaner  Look  (And  No  More  SleazA'  Sex 
Ads),”  and  posted  on  the  5i/w’sWeb  site 
(www.canoe.ca/OttawaSun/home), 
Bonokoski  v\  rote  that  “we  killed  out 
all  those  sleaz}'  sex  ads  (fantasy  phone 
sex,  escort  services,  etc.)  from  our 
classified  section.” 

“They're  gone,”  he  wrote.  “And  at  a 
great  cost  to  the  bottom  line.  To  be 
perfectly  honest,  we  re  tired  of  mak¬ 
ing  excuses  for  our  newspaper;  tired 


Sm  reader  fBCfceis  Ol  Ea^IraMfeMlirF 
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of  hearing  that  those  ads  crimped 
both  our  credibility  and  our  future 
growth. 


“Market  research  helped  us  with 
this  decision,  of  course. 

“We  polled  hundreds  of  readers 
who  dumped  us  from  home  delivery 
and  48%  said  those  sex  ads  were  the 
No.  1  reason  they  no  longer  wanted 
the  paper  in  their  home  and  a  further 
19%  said  those  ads  were  their  No.  2 
reason.Those  ads  brought  in  revenues 
of  upwards  of  $5(K),0(X)  a  year  but  it  is 
more  important  to  us  to  have  more 
newspapers  in  more  homes,” 
Bonokoski  said. 

The  redesign,  launched  earlier  in 
the  spring,  also  affected  less  lurid  sec¬ 
tions.  Bonokoski  said  the  type  size  of 
the  stock  tables  had  been  enlarged  “so 
you  don’t  need  a  magnifying  glass  to 
read  them. What  a  concept!” 

—  Mark  Fitzgerald 


Tactics  not 
sleazy,  news 
council  says 

IF  DUMPING  SEX  ads  was  the 
Ottawa  Sun's  in-house  method  of 
gaining  readers’  trust,  it  also  won  a  for¬ 
mal  seal  of  approval  last  week  when 
the  Ontario  Press  Council  ruled  the 
tabloid  acted  properly  in  covering  a 
convicted  child  molester. 

The  bizarre  turn  of  events  began  in 
May  1997  when  the  Sun  sent  a  pho¬ 
tographer  and  reporter  to  interview 
the  newly  freed  pedophile  at  his  home 
—  and  kicked  off  a  vigorous  ethical 
debate  among  area  newspapers. 

When  the  pedophile  was  freed  from 
prison  after  serving  a  term  for  child 
molestation,  the  Sun  ran  a  police 
photo  of  the  man,  who  cops  main¬ 
tained  was  likely  to  “re-offend.” 

A  few  days  later,  the  Sun  journalists 
went  to  the  ex-con’s  house  and  con¬ 
vinced  a  neighbor  to  bring  him  out  for 
an  interview.  But  once  the  pedophile 
was  outside,  the  neighbor  began  beat¬ 
ing  him.  Before  pulling  the  neighbor 
off,  the  photographer  took  five  or  six 
shots  with  his  motor-driven  camera. 
One  of  the  pictures  ran  on  Page  1  in 
the  next  day’s  Sun. 


In  a  strange  coda  to  the  episode,  the 
neighbor  turned  out  to  be  an  ex-con 
who  had  served  time  for  manslaughter. 
He  was  conv  icted  of  assaulting  the 
pedophile  and  fined  $500. 

The  competing  Ottawa  Citizen  cov¬ 
ered  the  incident  in-depth,  and  the 
city’s  alternative  Ottawa  Xpress  report¬ 
ed  the  story  under  the  headline 
“Citizen  vs.The  Sun  —  The  little 
tabloid  takes  its  own  beating  over 
ethics.” 

Jack  iMacKinnon,  president  of  the 
Civil  Liberties  Association  of  the 
National  Capital  Region,  complained  to 
the  Ontario  Press  Council,  a  voluntary 
group  of  citizens  and  most  of  the 
province’s  newspapers  that  rules  on 
complaints  about  press  coverage. 

MacKinnon  called  it  “irresponsible” 
to  publish  the  first  photo  of  the 
pedophile,  let  alone  to  send  a  photog¬ 
rapher  into  a  charged  situation  and 
publish  the  photos.  He  gave  the  Sun 
“the  benefit  of  the  doubt”  as  to 
whether  it  staged  the  beating. 

At  the  press  council  hearing,  a  Sun 
editor  denied  setting  up  the  confronta¬ 
tion,  or  knowing  of  the  assailant’s 
record.  He  said  it  was  standard  practice 
to  report  police  predictions  about  the 
pedophile  repeating  his  offense  and  to 
photograph  a  beating. 


The  press  council  agreed,  saying  it 
was  “not  prepared  to  criticize  the  pho¬ 
tographer  who  fired  a  half-dozen 
motor-driven  shots  before  joining  the 
reporter  in  stopping  the  beating.” 

—  Mark  Fitzgerald 

Nepotism  OK'd 
at  St.  Pete  Times 

Reversing  A  HALF-CENTURY  of 
tradition,  the  St.  Petersburg  Times 
has  ended  a  ban  on  employee  nepo¬ 
tism. 

“We  loosened  the  policy'  to  include 
spouses  three  years  ago,  and  the  world 
didn’t  come  to  an  end,”  publisher  Judith 
Roales  told  the  employee  newsletter 
Times  Talk, “so  we  decided  it  wouldn’t 
hurt  to  change  the  policy  again.” 

To  protect  confidentiality'  and  avoid 
conflicts  of  interest,  relatives  of  depart¬ 
ment  heads  are  still  barred  from  jobs  at 
the  paper,  and  staffers  in  human,  busi¬ 
ness  and  data  services  can’t  have  rela¬ 
tives  on  the  payroll.  Also,  relatives  of 
board  members  need  a  written  waiver 
from  the  chairman  before  they  can  be 
hired. 

Company  founder  Nelson  Poynter 
established  the  strict  nepotism  ban  48 
years  ago.  —  Robert  Neuwirth 
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BY  JOE  NICHOLSON 


Brill,  New  Press  Watchdog, 
Licks  Wounds  After  Debut 

His  consumer  guide  to  the  media  is  catching  as  much  fiak  as  it's  giving, 
and  he's  eating  up  the  attention  —  and  newsstand  saies 


STEVEN  BRILL  CREATED  the  magazine  Brill’s 
Content  to  be  the  watchdogs’  watchdog,  but 
so  far  he  has  received  most  of  the  bites. 
“Everybody  has  had  their  chances  to  shoot 
at  it,  and  pick  at  it,  and  dissect  it,”  Brill  said  in  an 
interview.  “Listen,  all  of  this,  whether  I  agree  with 
it  or  not,  is  going  to  make  for  a  better  magazine 
because  we  are  going  to  be  that  much  more  care¬ 
ful,  and  try  to  be  that  much  more  responsible.  It 
only  gives  our  customers  a  better  product,  even  if 
1  don’t  like  it  day  to  day.” 

Those  questioning  Brill’s  journalistic  ethics 
include  many  of  the  reporters  who  were  criticized 
in  the  30-page,  25,000-word  cover  story  Brill 
penned  for  the  debut  issue  in  June.  In  it,  the  editor, 
publisher  and  majority  owner  accused  journalists 
covering  the  White  House  sex  scandal  of  allowing 
themselves  to  be  manipulated  by  independent 
counsel  Kenneth  Starr.  Brill  called  “the  media’s  per¬ 
formance  a  true  scandal,  a  true  example  of  an  insti¬ 
tution  being  corrupted  to  its  core.” 

Starr  joined  reporters  in  striking  back.  In  a  19- 
page,  single-spaced  letter,  he  accused  the  self- 
appointed  media  watchdog  of  a  raft  of  errors. 
“Your  reckless  and  irresponsible  attack,”  Starr  con¬ 
cluded,  “borders  on  the  libelous.” 

The  controversy,  extensively  covered  by  the 
press,  contributed  to  a  sellout  of  55,000  news¬ 
stand  copies  of  Content's  premiere  issue,  and  the 


magazine  is  rushing  to  print  and  ship  another 
75,000  copies  —  with  Starr’s  entire  critique. 

Content's  second  issue  will  correct  some  misin¬ 
formation  about  coverage  by  the  Wall  Street 
Journal,  Brill  said,  and  will  include  a  response 
from  Washington  Post  reporter  Susan  Schmidt, 
who  claimed  Brill  misquoted  her  and  erroneously 
reported  she  had  confided  in  him  about  sources  in 
Starr’s  office.  In  a  letter,  Schmidt  demanded  an 
immediate  correction. 

Brill  insisted  his  notes  support  his  Schmidt 
quotes,  and  said  he  was  pleased  Starr  didn’t  dis¬ 
pute  a  single  quote. 

Brill  may  have  set  himself  up  for  reporters, 
themselves  accustomed  to  the  watchdog  role, 
when  his  $200,000  publicity  blitz  plastered 
posters  on  buses  declaring  “the  media’s  free  ride 
comes  to  a  screeching  halt.”  After  making  a  fortune 
in  legal  publishing,  the  47-year-old  Brill  set  out  to 
transform  media  reporting,  proclaiming  journalists 
“should  hold  themselves  as  accountable  as  they 
hold  those  they  report  about.” 

But  before  Brill  sank  his  fangs  into  a  single  First 
Amendment  abuser,  critics  emerged  to  critique  his 
own  journalistic  standards. 

During  a  break  from  launch  efforts,  the  founder 
of  \hc  American  Lauyer  and  cable’s  Court  TV,  in  a 
speech  at  an  elite  New  York  private  school,  criti¬ 
cized  the  school  paper  for  failing  to  hit  hard.  But 
student  editors  retorted  with  an  editorial  noting 
they  won  a  national  award  for  investigative  stories 
and  suggesting  Brill  failed  to  check  his  facts  before 
leveling  accusations. 

“I  just  don’t  want  to  get  into  that,”  Brill  said  of 
the  episode. 

Then  a  couple  of  his  own  staffers  questioned 
Brill’s  months-long  effort  to  forge  an  alliance  with 
the  TV  newsmagazine 
Dateline  NBC  to  share  sto¬ 
ries  —  in  apparent  contra¬ 
vention  of  Content's  slogan: 
“The  Independent  Voice  of 
the  Information  Age.”  Brill 
finally  killed  the  NBC  deal  “to 
avoid  the  perception  of  an 
entanglement.” 

Michael  Kramer,  Brill’s  edi¬ 
torial  director  and  a  col¬ 
league  since  they  wrote  for 
New  York  magazine  25  years 
ago,  said  they  face  an  army  of 
journalistic  ayatollahs,  each 
(See  Watchdog  on  page  56) 


Steven  Brill,  above, 
and  the  debut  issue 
of  his  media 
watchdog  maga¬ 
zine,  which  has 
caused  a  furor. 
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TAKE  THE  RISK 
OUT  OF  THE 


Enron  can  make  them  predictable  by  usmg  financial  hedging 
instruments.  These  tools  let  you  “lock  in"  a  price  for  up  to  10 
years.  Yet  there's  no  disruption  to  your  current  supplier  and 
customer  relationships.  The  result?  You  predict  future  cash  flow 
more  accurately  and  can  allocate  your  resources  more  effectively. 
Your  next  move  should  also  be  clear.  Call  1-888-ENRON-41  or 
713-853-1519  for  more  information. 


1998.  This  copyrighted  v*ork,  the  logo  and  other  marks  are  properly  of  Enron  Corp. 
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BY  JOE  NICHOLSON 

Columnist  Ousted  After 
Admitting  Fabrications 

Boston  Globe  star  forced  to  resign  after  she  was  caught  violating  a  sacred  trust' 
by  passing  off  fictional  guotes  from  fictional  characters  as  journalism 


T: 


WORST  TIME  of  my  career”  was 
how  Boston  Globe  editor  Matthew 
Storin  characterized  the  forced  resigna¬ 
tion  of  one  of  his  top  columnists, 
Patricia  Smith,  after  she  admitted  to  fabricating 
people  and  quotes. 

His  comments  came  as  part  of  a  wider  crisis  of 
media  credibility: 

♦  The  New  Republic  magazine  acknowledged 
six  articles  were  fabricated  and  21  others  were 
partly  faked. 

♦  Time  began  investigating  the  accuracy  of  an 
article  it  published  by  CNN  journalists. 

♦  Brill’s  Content,  a  new  media  watchdog  maga¬ 
zine,  came  under  withering  attack  for  alleged  inac¬ 
curacies  and  ethical  lapses. 

“With  the  exception  of  some  tragic 
deaths  that  we  have  had  with  young 
reporters,  this  has  been  the  worst  time 
of  my  career,”  Storin  said  of  the  Smith 
affair.  Any  fabrication,  he  said,  “violates 
the  sacred  trust  that  the  Globe  has 
with  its  readers.” 

Storin  said  he  tried  hard  to  be  fair  to 
Smith,  42,  whose  career  has  been 
marked  by  recognition  of  extraordi¬ 
nary  talent  —  and  recurring  questions 
about  falsification  suspicion  about 
whether  she  fabricated  material. 

He  met  her  when  he  became  editor 
of  the  Chicago  Sun-Times  in  the  late  1980s. 

Smith,  then  an  editorial  assistant,  was  writing 
occasional  music  reviews,  and  the  paper  was 
forced  to  print  a  correction  over  one  of  them, 
prompting  some  editors  to  suspect  she  never 
attended  the  concert. 

“The  question  of  whether  we  would  let  her  go 
back  to  writing  had  come  up,”  said  Storin,  who 
arrived  after  the  incident  and  thought  Smith,  then 
past  30,  was  only  college-age.  After  speaking  to  her 
briefly,  he  said,  he  was  convinced  the  problem 
resulted  from  “the  carelessness  of  youth.” 

Smith  went  on  to  a  metro  column  at  the  Globe. 
Later,  Storin  returned  to  the  Globe,  and  again  edi¬ 
tors  expressed  doubts  about  the  veracity  of 
Smith’s  work. 

“Without  asking  her  if  she  had,  I  told  her  she 

couldn’t  be  doing  that  sort  of  thing,”  _ 

said  Storin,  recalling  a  1S>96  conver¬ 
sation.  “She  seemed  to  understand 
what  1  was  saying,  but  beyond  that 
she  didn’t  say  much.  ...  I  couldn’t 


Patricia  Smith  as  she 
appeared  on  the  cover 
of  Boston  magazine 


Per  columnists' 
views  on  Smith, 
see  page  54 


imagine  that  she  would  do  that  sort  of  thing 
again.” 

Allegations  also  arose  over  another  local  colum¬ 
nist,  Mike  Barnicle,  who  was  later  cleared  of  any 
impropriety  after  an  internal  review. 

As  a  result  of  concerns  about  both  columnists, 
Storin  instructed  metro  columnists  to  provide  edi¬ 
tors  with  identities  of  those  they  quoted. 

This  year  Smith  won  the  American  Society  of 
Newspaper  Editors  Distinguished  Writing  Award 
(now  withdrawn  at  the  Globe's  request),  and  was 
a  finalist  for  the  Pulitzer  Prize,  for  commentary. 

Soon  after  her  Pulitzer  nomination,  Globe  edi¬ 
tors  began  to  suspect  quotes  in  several  columns 
were  too  eloquent  to  be  credible.  When  a  half- 
dozen  people  she  quoted  could  not 
be  found,  an  editor  confronted  her, 
and  she  confessed  to  fabricating  four 
people,  and  some  quotes  in  four 
columns. 

When  Storin  requested  her  resigna¬ 
tion,  she  asked  to  write  one  last  col¬ 
umn,  to  which  he  acceded  because 
she  “seemed  properly  contrite.” 

“It’s  not  too  late  to  apologize  to 
you,”  Smith  told  readers  in  her 
farewell  column  acknowledging  “one 
of  the  cardinal  sins  of  journalism: 
Thou  shall  not  fabricate.  No  excep¬ 
tions.  No  excuses.” 

Yet,  in  what  was  interpreted  as  an  attempt  at 
rationalization,  she  also  wrote:  “From  time  to  time 
in  my  metro  column  to  create  the  desired  impact 
or  slam  home  a  salient  point,  I  attributed  quotes  to 
people  who  didn’t  exist.” 

Some  Globe  staffers  felt  Smith  was  insufficient¬ 
ly  remorseful,  Storin  said. 

The  new  president  of  the  National  Society  of 
Newspaper  Columnists,  Regina  Brett  of  the  Akron 
(Ohio)  Beacon  Journal,  said  Smith  “crossed  the 
line.  And  this  wasn’t  an  accidental  oversight.  She 
has  a  history  of  doing  this.” 

Perhaps  the  harshest  judgment  came  from  Viola 
Osgood,  an  African-American  retired  Globe  editor¬ 
ial  writer  who  criticized  Smith,  for  betraying  other 
black  women. “I  was  one  of  the  first  black  women 
to  work  at  the  Globe  full  time.  I  was  ‘the  girl,’  and 

_  ‘honey’ And  given  ‘soft’  stories  along 

with  the  other  black  women. 
Carmen  Fields  and  Gayle  Pollard, 
until  we  rebelled  and  got  to  do  the 
same  stories  as  everybody  else,” 
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Osgood  said  in  an  interview  with  the  Globe.  “What 
she  did  is  unforgivable.  I  worked  24  years  at  the 
Globe,  and  it  never  occurred  to  me  that  anybody 
would  make  up  quotes.  And  Patricia  Smith’s  col¬ 
umn  of  so-called  apology  was  an  insult  to  blacks  in 
journalism  who  helped  gain  her  the  status.” 

The  Globe  developments  came  a  week  after  the 
Sew  Republic  said  Stephen  Glass  partially  or  com¬ 
pletely  fabricated  27  stories  out  of  4l  he  wrote 
over  two  and  a  half  years  {E&P,  June  20,  p.  4). 

Meanwhile,  Time  began  investigating  a  report 
that  was  broadcast  by  CNN  and  appeared  the  next 
morning  in  Time  as  part  of  an  unusual  collabora¬ 
tive  agreement  for  the  two  Time  Warner  Inc.  units. 
The  report  claimed  the  U.S.  military'  dropped 
lethal  nerve  gas  on  a  Laotian  village  in  1970  during 
the  Vietnam  War  as  part  of  a  secret  scheme  to  kill 
GI  defectors. 

The  report,  assembled  by  CNN,  was  promptly 
disputed  by  former  military  officers.The  Pentagon 
said  it  was  most  likely  that  nonlethal  gases,  like 
tear  gas  and  another  used  to  induce  vomiting, 
were  used  in  the  operation.  Time  said  it  would 
review  the  report  to  determine  if  the  evidence 
was  fairly  presented. 

In  another  development,  Steven  Brill,  editor, 
publisher  and  majority  owner  of  Brill’s  Content, 


wrote  that  reporters  covering  the  Clinton  sex 
scandal  have  been  manipulated  by  leaks  from 
independent  counsel  Kenneth  Starr.  He  called  the 
media’s  performance  “a  true  scandal,  a  true  exam¬ 
ple  of  an  institution  being  corrupted  to  its  core.” 
The  self-appointed  watchdogs’  watchdog  then 
came  under  blistering  counterattack  for  his  own 
alleged  journalistic  lapses.  (For  additional  cover¬ 
age,  see  p.  8.) 

At  the  Globe,  after  acting  to  protect  the  news¬ 
paper’s  integrity,  Storin  worried  about  the  fallen 
Smith  but  was  “pleased  to  see  some  of  the  defiance 
that  indicated  she  was  going  to  go  on  to  fight 
another  day.” 

Smith  did  not  return  calls  and  was  reported  to 
have  left  town.  Her  parting  column  vowed,  “I  will 
write  as  long  as  I  breathe,  despite  the  dire  predic¬ 
tions  that  this  indiscretion  spells  the  end  of  my 
career.”  In  a  bitter  note,  she  added;  “To  those  col¬ 
leagues  and  readers  who  salivated  daily  at  the 
thought  of  my  head  on  a  platter,  congrats.” 

Storin  doubted  Smith  could  continue  in  news¬ 
papers.  “That’s  too  bad  because  she  is  an  enor¬ 
mously  talented  writer.  I  would  hope  she  might  go 
back  to  her  roots  writing  about  music  and  enter¬ 
tainment,  and  some  publications  would  find  it  pos¬ 
sible  to  overlook  what  had  happened.” 


Editors:  In  Columnists  We  Trust 


IN  NEWSROOMS, IT’S  common 
knowledge  that  Patricia  Smith’s  sin 
carries  a  death  warrant. 

“There  are  basically  two  things  in 
journalism  that  cause  immediate  cap¬ 
ital  punishment:  plagiarism  and  fabri¬ 
cation,”  said  Peter  Bhatia,  executive 
editor  of  the  Portland  Oregonian. 

But  Bhatia,  who  oversees  seven 
local  columnists,  has  never  asked  any 
of  them  if  what  they  write  is  true. 
“When  you  edit  any  story  or  column, 
you  ask  questions  like, ‘You  went  to 
the  documents  on  this?’  or  ‘Are  you 
sure  you  checked  this  out  thorough¬ 
ly?’”  Bhatia  said.  “But  I  don’t  think 
that  most  of  us  would  ever  think  to 
ask, ‘Is  this  really  true?’” 

The  recent  resignation  of  Smith,  a 
Boston  Globe  columnist  who  admit¬ 
ted  making  up  several  people  quoted 
in  her  columns,  has  forced  editors  to 
look  inward  and  admit  that  their 
operations  are  remarkable  for  their 
lack  of  fail  safes. 

Praising  Smith  and  the  Globe, 
Bhatia  said, “Even  the  people  we  con¬ 
sider  our  best,  our  elite,  are  subject  to 
the  same  human  failings  that  the  rest 
of  us  are.  I’m  not  naive  enough  to  say 
that  this  kind  of  thing  doesn’t  happen 
more  often  than  we  know  about.” 

Though  most  newspapers  do  not 
check  facts  in  columns  or  news,  the 
Miami  Herald  in  the  1980s  experi¬ 
mented  with  what  executive  editor 


Doug  Clifton  termed  an  “accountabil¬ 
ity  letter”  —  a  note  sent  periodically 
to  people  cited  in  the  paper  to  gauge 
reliability. 

“On  occasion,  we  would  find  peo¬ 
ple  who  complained  about  accura¬ 
cy,”  Clifton  recalled,  “but  we  never 
found  people  who  didn’t  exist.” 

The  Herald  phased  out  the  letter 
about  eight  years  ago  because  most 
sources  didn’t  take  the  time  to 
respond,  in  favor  of  a  simpler  system. 

“Our  procedure  is  called  editing,” 
Clifton  said.  “And  we  hold  our  colum¬ 
nists  to  the  same  test  that  we  hold 
our  reporters.  Our  newspaper 
prefers  to  use  named  sources  with 
real  faces.” 

The  Herald's  five  featured  colum¬ 
nists  tend  toward  straight  opinion 
pieces,  not  portraits,  and  pieces  on 
people  often  include  a  photo  —  not 
to  verify  their  existence  but  because 
Clifton  feels  readers  want  to  see 
them. 

Another  safeguard:  Be  very  picky 
about  who  gets  a  column. 

“We  don’t  suddenly  anoint  some¬ 
one  a  columnist  who  comes  in  from 
nowhere,”  Clifton  said.  “There  isn’t  a 
columnist  we  have  who  hasn’t  had  a 
length  of  time  with  us  as  a  reporter. 
Each  of  them  has  a  long  record  of 
standing  out  in  the  hard  rain  and 
producing.” 

Globe  editor  Matthew  Storin 


agreed  that  Smith’s  lack  of  experi¬ 
ence  as  a  city  reporter  was  “a  prob¬ 
lem.”  She  had  been  a  music  writer,  a 
job  more  interpretive  and  less  chal¬ 
lenging  than  general  assignment 
reporting,  Storin  said,  adding,  “There’s 
nothing  like  a  trained  journalist.” 

In  the  wake  of  the  scandal,  the 
Globe  has  reinstituted  a  requirement 
that  columnists  submit  names  and 
other  data  on  people  they  feature. 
The  procedure  was  inaugurated  in 
1996,  after  complaints  about  Smith 
and  colleague  Mike  Barnicle  — 
Barnicle  was  since  cleared  of  wrong¬ 
doing  —  but  lapsed  within  months, 
the  Globe  reported. 

Storin  also  is  considering  whether 
to  bar  columnists  from  using  un¬ 
named  characters  in  their  pieces. 

But  in  the  end,  he  admitted,  no 
newspaper  can  absolutely  prevent 
journalistic  fraud:  “Everyone  wants  to 
believe  that  their  columnists  are 
telling  the  truth.  Ultimately,  trust  is 
where  most  editors  are  going  to  have 
to  wind  up  residing.” 

Clifton  agreed:  “Any  of  us  who 
says, ‘That  could  never  happen  to  me 
at  my  place,’  does  so  at  their  peril. 
Anything  can  happen.  Columnists  are 
on  a  very,  very,  very  long  leash.  And 
they  should  be.  But  they  can’t  have 
such  leeway  that  they  don’t  get  a  rig¬ 
orous  editing,  especially  on  issues  of 
fact.”  —  Robert  Neuwirth 
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CIRCULATION  MANAGER  SOFTWARE 


IMciroi^ 


There  are  a 
million  stories 
in  the  big  city. 

:it^ 

Someone 
“  where  they  re 


Even-  day,  you  are  responsible  for  thousands  of 
papers  reacliing  their  destinations.  You  de.serve  circulation 
software  that  can  handle  every  nuance  and  unforeseen  event 
that  might  hamper  the  delivery. 

Our  NEW'SLINE*^  circulation  management  software 
allows  you  to  account  for  problems  such  as  inclement  weath¬ 
er,  breakdowns  and  pre.ss  delays.  And  running  on 
a  VC'indows-based  platform,  you  can  access  these  features 
quickly  and  easily  with  a  single  keystroke. 

NTl  understands  what  it  takes  to  get  the  papers  out 
where  they  ought  to  be  -  in  the  readers'  hands. 

Call  us  today  for  a  demonstration  of  our  software 
programs  -  >-ou  ll  feel  as  if  >'ou've  been  handed  keys  to  the  ciw. 
TeL  (403)  234-0230,  or  1-888-Nn-LINE  (within  North  America) 


NEWSPAPER  TECHNOLOGIES  INC. 

Solutions  Without  Compromise 


BY  MARK  FITZGERALD 


SPECIAL  REPMT 

Bottom  Line  At  Nexpo  ’98; 
A  Confident  Industry  Shops 

Lots  of  changes  evident  at  this  years  edition  of  the  nation's  largest  newspaper  technology 
trade  show,  but  technological  consolidation  and  Latin  American  buyers  were  most  prominent 


George  CASHAU  was  wandering  the  in  the  show’s  press  area.  And  single-width  presses, 
Nexpo  show  floor  Monday,  June  22,  for  with  their  potential  for  commercial  work,  were 
the  first  time  since  retiring  as  the  News-  the  focus  of  both  press  builders  and  the  post¬ 
paper  Association  of  America’s  technolo-  press,  and  consumables  vendors  who  serve  them, 
gy  chief  four  years  ago,  and  he  was  impressed.  “What  we  are  seeing  is  automation  that  was 

“I  just  went  through  the  whole  prepress  area  —  developed  for  the  double-width  side  is  now  being 
and  there’s  maybe  two  or  three  company  names  I  translated  to  the  single-width  side,”  said  Vince 
recognize  from  four  years  ago,”  he  said.“Everybody  Lapinski,  vice  president  of  MAN  Roland’s  North 
else  has  gone  away  or  merged  or  changed  their  American  press  group.  “Single-width  traditionally 

name.”But  for  those  who  visit  the  technical  expo-  served  a  certain  market  . . .  the  lower  end  of  the 

sition  on  an  annual  basis,  the  most  indisputably  market.  Now  we  are  seeing  the  bigger  papers  who 
novel  thing  about  Nexpo  ’98  was  that  it  was  held  want  the  flexibility  and  commercial  possibilities 
for  the  first  time  in  Orlando,  Fla.  of  single-width.” 

Perhaps  reflecting  a  newspaper  industry  that  is  The  only  big  press  sale  announcement  of  the 
as  confident  as  it  has  been  since  the  dawn  of  show  came  from  Wifag,  which  sold  two  OF  370 
online  communications,  Nexpo  this  year  was  more  presses  with  on-the-fly  page-changing  units  to  the 

about  incremental  innovations  than  dramatic  devel-  Dallas  Morning  News.  Still,  press  makers  were 

opments.  There  were  none  of  the  tectonic  shifts  in 
newspaper  technology  that  characterized  some 

Nexpos  past;  for  example,  personal  computers  The  Nexpo  exhibit  floor  in  Orlando  sprawls  across 
shoving  aside  proprietaty'  front-end  systems  in  the  200,000  square  feet  of  the  Orange  County  Convention 
mid-’80s  or  shaftless  printing  press  technology  win-  Center  and  calls  out  for  comfortable  walking  shoes 
ning  one  convert  after  another  in  the  early  ’90s.  and  a  lively  step.  Some  10,000  attendees  visited 

Instead,  this  year  was  largely  devoted  to  the  con-  hundreds  of  multimedia  booths  that  gave  the  event  a 

solidation  of  some  big  recent  trends.  high-tech  carnival  atmosphere. 


Shaftless  printing,  for  instance,  was  everywhere 


Many  of  the  more  than  300  Nexpo  exhibitors  put  their 
glitziest  feet  forward,  with  some  booths  resembling 
the  fantasy  atmosphere  prevalent  in  Orlando.  Above, 
Gannett  Media  Technologies  International  of  Dayton, 
Ohio,  offered  multimedia  database  and  archive 
systems.  Right,  looking  more  like  modern  sculpture, 
the  booth  of  SoftAd  Inc.  of  Mill  Valley,  Calif.,  displayed 
ad  sales  automation  systems. 

largely  a  happy  lot  at  the  show. 

“Everyone’s  got  backlogs”  of  orders,  said  Barbara 
Gora,  vice  president  of  marketing  and  communica¬ 
tions  for  Goss  Graphic  Systems.  Goss  says  its  own 
backlog  is  the  highest  in  seven  years:  $819  million. 

Goss  was  also  trying,  Gora  said,  to  get  people 
talking  about  ways  to  accomplish  direct-to-cylin- 
der  printing  —  a  feature  of  Goss’  own  experimen¬ 
tal  Adopt  digital  printing  system  —  with  offset. 

H-O-T  ON  CTP 

Certainly  computer-to-plate  technology  was 
holding  people’s  attention,  as  vendors  showed  a 
variety  of  improvements  in  both  the  plates  and  the 
systems  to  inscribe  and  register  them. 

A  first-day  session  on  pagination  and  CTP  was 
packed  with  executives  eager  to  hear  the  experi¬ 
ence  of  the  mostly  smaller  newspapers  that  have 
fully  or  partly  converted  to  CTP. 

“With  CTP  you  get  fewer  generations  of  dot  and 
so  you  get  a  better  image,”  Billings  (Mont.) 
Gazette  interactive  media  manager  Robert  C. 
Gibson  said.  “We  thought  the  untrained  eye  would 
never  get  it,  but  we've  got  many  readers  who 
don’t  know  what  we’re  doing  [with  CTP]  but 
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comment  on  the  quality.” 

At  the  Atlanta  Journal-Constitution,  which 
consumes  about  400  plates  an  hour,  CTP  plate 
costs  —  at  about  2.5  times  the  cost  of  regular  sub¬ 
tractive  plates  —  make  the  system  too  hard  to  jus¬ 
tify,  prepress  operations  manager  Rod  Miller  said. 

Also  on  the  prepress  side,  there  was  big  interest 
in  PDF,  so  familiar  now  to  the  newspaper  industry 
that  practically  nobody  even  bothers  to  identify  it 
as  a  portable  document  format. 


FAST  SETUP.  SLOW  TRAFFIC? 

For  vendors  in  general,  the  show  was  a  mixed 
bag.  On  one  hand,  they  nearly  universally  praised 
the  facilities  of  the  Orange  County  Convention 
Center.  “I’ve  done  setup  on  all  of  the  Nexpos  — 
Atlanta,  New  Orleans,  Vegas  —  and  this  has  been 
the  easiest  by  far,”  said  Steve  Schoenberger,  manu¬ 
facturing  manager  for  GMA,  which,  along  with 
Heidelberg,  brought  the  most  iron  onto  the  floor. 

“This  is  the  smoothest  I’ve  ever  seen,”  said  Jeff 
Pulaski  of  K&F  Printing  Systems  International. 

On  the  other  hand,  traffic  seemed  lighter  than 
average  to  many  exhibitors.  “It’s  been  slow  for  us,” 
said  L.W  (Lynn)  Roper  Jr.,  product  manager/paper 
industry'  for  Sonoco  Products  Co.,  which  was 
showing  its  new  Ultra  CPC-B  newsprint  roll  core 
designed  to  fit  Goss  CT  45/50  reel  stands. 

Some  vendors  were  as  delighted  as  sales  man¬ 
ager  Barr>’  C.  Evans  of  American  Moistening  Co.  of 
Pineville,  N.C.:“It’s  been  a  great  show.  I  could  have 
gone  home  Saturday  with  the  amount  of  leads  1 
had.” 

NAA  said  the  combined  Nexpo  and  Connections 
and  Marketing  conferences  attracted  approximate¬ 
ly  12,(KX)  people,  including  10,000  at  NexpK). 

Latin  American  newspaper  executives  have 
been  flocking  to  Nexpos  since  the  early  ’80s,  but 
really  made  their  presence  felt  this  year  —  and  not 
only  because  they,  along  with  other  international 
visitors,  gathered  around  the  few  televisions  to  fol¬ 
low  the  World  Cup  each  afternoon. 

NAA  said  fully  40%  of  Nexpo  attendees  this  year 
came  from  either  Mexico  or  Central  or  South 
America.  ■ 
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SPIILAL  REPORT 

'SIM'  Nexpo’s  Big  Buzz 

Ten  products  that  drew  a  lot  of  attention  in  Orlando 


Based  on  the  buzz  from  the  thousands  of 
executives  who  temporarily  transformed 
the  Orange  County  Convention  Center 
into  a  theme  park  of  newspaper  technolo¬ 
gy,  these  were  ten  of  Nexpo  ’98’s  most  innovative 
products  and  concepts. 


1 


RYSON’S  SPIRAL  CONVEYOR 

Ryson  International’s  spiral  conveyor  attracted  a 
big  circle  of  admirers  at  Nexpo. 

The  chain-driven  slat  conveyor,  climbing  at  a 
gentle  angle  of  9  degrees,  looked  completely  out 
of  place  among  the  big  iron  of  nearby  vendors 
showing  single-grip  or  traditional  belt  conveyors. 
Yet,  it  is  increasingly  common  in  industries  with 
heavy  materials-handling  needs  such  as  food  pro¬ 
cessing  or  cosmetics  —  and  for  reasons  that 
should  make  newspapers  take  notice. 

like  newspapers,  those  industries  are  expand¬ 
ing  their  physical  plants,  often  in  tight  retrofit  sit¬ 
uations.  They  do  not  want  to  waste  valuable  real 
estate  with  low-level  conveyor  systems  and  so 
they  use  the  spiral  conveyor  concept  to  go  up 
high  as  quickly  as  possible.  Those  industries  are 
also  a  step  ahead  of  newspapers  in  moving  to  pal¬ 
letizing,  and  they  like  the  way  the  slat  conveyor 
lays  down  product. 

Ryson’s  president.  Ole  B.  Rygh,  says  the  low 
maintenance  involved  in  the  conveyor’s  simple 
chain-tensioning  mechanics  should  be  attractive 
to  newspapers. 

“After  you’ve  been  in  this  business  a  little  while, 
you  realize  nobody  maintains  equipment  like  they 
say  they  will,”  Rygh  said. 
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FLAT  PANEL  TECHNOLOGY 

For  the  last  20  years,  the  holy  grail  of  futurist 
newspaper  zealots  has  been  an  electronic  device 
that  can  hold  and  display  text  and  images,  yet  is 
hardly  bulkier  than  paper  itself.  At  Nexpo,  it  was 
clear  that  rapid  advances  in  materials  and  manu¬ 
facturing  have  made  light,  bright  electronic  flat- 
panel  displays  reality. 

A  heavy  buzz  permeated  the  sessions  at  which 
U.S.  and  U.K.  companies  presented  two  different 
flat  panel  technologies  that  represent  a  major 
technological  leap. 

Cambridge  Systems,  founded  by  Cambridge 
University  and  seed  venture  capital,  worked  with 
industrial  heavyweights  like  DuPont  and  Dow 


E&P  staffers  Mark  Fitzgerald,  Jim  Rosenberg, 
David  Noack  and  Hoag  Levins  contributed  to 
this  report. 


Chemical  to  invent  light-emitting  plastic  polymers 
that  confer  all  the  advantages  of  a  flat  screen  with 
the  look  and  feel  of  a  CRT. 

Cambridge  demonstrated  a  luminous  cell  phone 
video  display  and  said  it  was  “about  two  years 
away”  from  something  more  “interesting.” 

Simultaneously  working  toward  an  “electronic 
reading  device,”  Kent  Displays  Inc.  showed  its  cho¬ 
lesteric  liquid  crystal  material  (ChLCD)  that  can 
be  applied  to  plastic  to  create  a  lightweight, 
durable  screen  with  high  contrast  and  little  or  no 
viewing-angle  distortion.  A  Kent  screen  might  be 
ideal  for  reading  on  a  sunny  beach  and  its  bi-stable 
display  requires  no  power  to  retain  an  image  on 
screen  indefinitely. 
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HAX  NEWSROOM  TO  GO 
For  all  the  communications  equipment  linking 
correspondents  or  freelancers  to  their  newspa¬ 
pers  —  pagers,  cell  phones,  e-mail  and  ever  more 
powerful  laptops  —  writers  out  in  the  field  are 
still  out  of  their  newsroom’s  loop  for  a  simple  rea¬ 
son:  However  muscular  their  laptops,  they  cannot 
easily  do  what  the  paper’s  front-end  system  does. 

HAX  Systems’  Story  Processor  is  software  that 
turns  a  newspaper  reporter’s  laptop  running 
Windows  95  into  another  newsroom  terminal. 
Now,  instead  of  being  forced  to  write  and  send  in 
text-only  mode,  correspondents  can  set  the  same 
headers  and  codes  the  paper  uses  downtown. 

And  with  HAX,  reporters  at  long  last  get  a  real 
answer  to  their  most  frequent  question;“How  long 
is  my  story?”  Because  just  like  a  big  front-end  sys¬ 
tem,  HAX  computes  story  length  based  on  an  indi¬ 
vidual  paper’s  production  parameters.  Reporters 
will  like  that  feature  —  editors  and  publishers  will 
like  the  productivity  HAX  encourages  by  allowing 
journalists  to  work  on  a  new  story  while  a  finished 
article  is  being  sent  to  the  front-end  system. 
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LOTUS  NOTES  FOR  NEWSROOMS 
Call  it  the  Lure  of  Lotus.  Newspapers  were  play¬ 
ing  with  the  idea  of  a  publishing  application  based 
on  Lotus  Notes  at  last  year’s  Nexpo.This  year,  there 
was  serious  buying  interest  as  customers  lined  up 
for  demos  of  the  enhanced  Lotus  newsroom  sys¬ 
tems  offered  by  several  exhibitors. 

IBM  was  perhaps  the  least  surprising  purveyor 
of  Notes-based  newsroom  systems.  Others  came 
from  Monterrey,  Mexico,  software  supplier  Dalai 
and  former  St.  Louis  Post-Dispatch  reporter 
George  Landau.  IBM’s  NewsFlow  helps  manage 
workflows  by  automating  assignments,  routing 
and  tracking,  as  well  as  linking  to  pagination/pro- 
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duction  systems. 

Dalai’s  NewsCreator  editorial  system  hooks 
Notes  to  QuarkXPress.  It  also  offers  NewsFile 
archiving. 

In  the  booth  of  DeskNet,  the  vendor  supplying 
his  own  NewsEngin’s  link  to  Xpress,  Landau  had  a 
laundry  list  of  additions  and  enhancements  that 
turned  his  bare-bt)nes  system  into  a  real  news¬ 
room  contender  this  year.  Besides  well  over  a 
dozen  new  features  for  his  NewsFront,  he  has 
added  PhotoTracker  for  scheduling  and  managing 
photos. 


JERVIS  B.  WEBB:  QUIKPAK 

A  very  hot  Nexpo  attraction  was  a  grainy,  most¬ 
ly  out-of-focus  video  running  continually  at  the 
Jervis  B.Webb  booth.The  video  was  the  only  pub¬ 
lic  evidence  of  QuikPak  —  and  the  crowds  that 
pressed  around  it  were  a  measure  of  the  intense 
newspaper  industry  interest  in  the  technology 
that  promises  to  load  delivery  trucks  directly  from 
the  printing  press  lap-stream  without  the  necessi¬ 
ty  of  bundling. 

“The  bundle  has  been  a  very  convenient  way  to 
handle  newspapers  —  but  it’s  an  expensive  neces¬ 
sity,”  said  A1  Kafka,  Webb  systems  project  director, 
as  his  arm  swept  the  post-press  end  of  Nexpo. 
“Look  around  you,  stackers  and  strappers  and  all 
that  equipment . . .  and  the  life  cycle  of  the  bundle 
they  make  is  probably  an  hour  and  a  half  before  (a 
carrier)  cuts  it  open  and  looks  to  find  a  place  to 
throw  away  the  strap  and  the  kraft  paper.” 


ACCRUE  WEB  SITE  ANALYSIS 

A  product  that  drew  a  lot  of  attention  from 
online  newspaper  managers  was  the  new  genera¬ 
tion  of  Web  site  traffic  analysis  software  from 
Accrue  of  Sunnyvale,  Calif. 

Helping  to  propel  the  buzz  on  this  one  was  the 
fact  that  the  Washington  Post  and  San  Jose 
Mercury  News  —  both  recognized  as  leaders  in 
the  online  newspaper  industry  —  have  just 
announced  they  are  installing  Accrue’s  system  on 
their  servers. 

While  there  is  no  shortage  of  software  packages 
available  that  count  visitors  or  provide  other 
reports  from  Web  server  log  files,  Accrue’s  Insight 
2.0  is  a  genuinely  different  thing. 

It  is  the  first  system  to  provide  data  about  the 
characteristics  of  the  experience  each  user  has  at 
a  certain  Web  site.  For  instance,  not  only  does  it  do 
all  the  normal  counting,  it  also  keeps  track  of  the 
download  time  of  ever>'  page  viewed  by  a  visitor 
as  well  as  the  exact  CPU  response  time  experi¬ 
enced  by  the  user. 

This  kind  of  information  provides  a  precise  pic¬ 
ture  of  how  “friendly”  the  site  is  to  its  audience.  It 
can  alert  Webmasters  that  certain  pages  are  taking 
too  long  to  download  on  the  average  machines 
used  by  the  targeted  audience,  thus  those  pages 
can  be  redesigned  for  faster  loading. 


SPECIAL  REPORT 


A  new  spiral  conveyor  system  from  Ryson  International  Inc.  raises 
a  stream  of  papers  at  a  gentle  9-degree  angle. 


COMPUTER-TO-PLATE  IMAGING 

Four  companies  —  all  in  ferocious  competition 
with  each  other  —  drew  crowds  interested  in 
faster  computer-to-plate  imaging  systems.  In  fact, 
until  this  Nexpo,  Krause  was  Western  Lithotech’s 
only  rival  at  the  high  end  of  the  computer-toplate 
imager  field.  But  no  more.  Now  there  are  two  com¬ 
petitors  from  Britain  and  Japan. 

Designed  by  K&F  Printing  Systems 
International,  Granger,  Ind.,  the  LaserExpress  relies 
on  laser  and  “banana  mirror"  systems  from  the 
U.K.’s  Westwind  Air  Bearings  Ltd.,  and  electronic 
controls  from  Synectics,  both  based  in  the  U.K. 

The  twin-exposure  Plate  Express  images  180 
plates  per  hour  with  a  frequency-doubled  laser 
and  holds  400  plates. 

A  second  surprise  was  the  Mark  III  platesetter 
from  Japanese  automation  specialist  Kaneda  Kikai 
Seisakusho  Ltd.  Marketed  as  the  KKS  Cyberengine 
2H-1121,  it  also  uses  a  frequencw-doubled  YAG 
laser  in  128  beams  that  expose  two  plates  in  under 
a  minute  at  1016  dpi. 

Other  new  contenders  include  Autologic 
Information  International’s  3850  CTP,  that  images 
97  plates  per  hour  at  KKX)  dpi,  39  at  2540.  ECRM’s 
AIR75  is  offered  in  low-  and  high-power  models 
using  one  to  five  beams  (delivering  54  plates/hour 
with  three  beams). 

Western  Lithotech  had  a  second  platesetter: 
one-  and  twostack  versions  of  a  machine  as  fast  as 
the  larger  DiamondSetter  but  relying  on  a  single 
imaging  head. 


INFINETS  DATABASE 
Web-mounted  databases  are  becoming  a  normal 
part  of  the  coverage  of  large,  ongoing  news  stories 
but  the  complexity  of  Internet-based  database  sys¬ 
tems  has  been  an  obstacle  to  many  newsrooms 
that  don’t  have  software  engineers  in-house.  At 
Nexpo,  InfiNet,  the  online  publishing  and  Internet 
(See  Innovative  on  page  56) 
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SPECIAL  REPORT 

PHOTOGRAPHY  BY  HOAG  LEVINS 

Nexpo  Exposed 

Memorable  visions  from  the  year's  largest  newspaper  gathering  in  Orlando 

Clockwise  from  top  left:  A  glimpse  into  the  Connections  and  Nexpo  conferences  at  the  Orange  County  Convention  Center,  the  nation's 
second  largest  convention  hall,  in  Orlando,  Fla.;  more  than  500  attendees  take  a  break  from  an  afternoon  session  to  enjoy  refreshments 
and  the  panoramic  scenery;  visitors  to  the  MAN  Roland  Inc.  booth  experience  a  10-minute  cyberspace  tour  in  the  "Virtual  Reality 
Theater";  Indramat,  the  Hoffman  Estates,  lll.-based  marketer  of  shaftless  printing  press  and  mailroom  drive  technologies,  grabs  the 
attention  of  passers-by  with  a  macabre  display  of  a  tombstone  that  reads,  "R.I.P.  The  Mechanical  Lineshaft";  another  unusual  display 
belonging  to  Digital  Technology  International,  the  Orem,  Utah-based  maker  of  integrated  editorial,  advertising  and  pagination  systems, 
which  opted  to  hawk  attention  with  a  booth  designed  to  resemble  a  beach  hut  of  a  shipwreck  survivor;  and  Scitex  America  Corp.  offers 
one-on-one  demonstrations  of  its  color  scanning,  production  and  output  systems. 
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formation  covering 
itire  planet... 

starting  with  your  own 
little  corner  of  it. 


> 


Tribune  Media  Services  teams  up  with 
The  Weather  Channel®  to  bring  you  a 
HEW  cost-effective  weather  package. 

This  turnkey,  co-branded  solution  allows  you  to 

provide  your  online  visitors  with: 

•  Local  weather  information  available  when  a 
user  enters  your  site. 

•  Constant  updates  of  current  conditions. 

•  Local  5-day  outlooks  and  international  3-day 
forecasts. 

•  Searchable  database  of  forecasts  for  more  than 
1,000  U.S.  and  200  international  cities. 

•  Compact  image  files,  so  users  can  view 
graphics  quickly  and  conveniently. 

•  NexRad  and  other  radar  and  satellite  imagery 
show  local,  regional,  national  and  international 
conditions. 

WeatherPoint  provides  timely  meteorological 

information  to  your  online  visitors  each  day. 


For  the  complete  weather  picture: 

Contact  your  WeatherPoint  representative  at 
800-245-6536  or  to  view  product  samples  visit 
www.webpoint.com/weather/info. 


weatherp^nt 
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Connections  Adapts 
With  Changing  Industry 

New  attitude  about  online  publishing  pervades  newspaper  newsrooms  and 
executive  suites:  The  Net  is  no  longer  just  a  curiosity 


he  connections  conference,  much 

I  like  the  online  newspaper  industry  it  sup- 

I  ports,  has  experienced  dramatic  changes 
JL  during  the  last  12  months,  according  to 
Randy  Bennett  of  the  Newspaper  Association  of 
America. 

Bennett,  the  organization’s  vice  president  for 
electronic  media  and  ringmaster  of  the  four-day 
online  newspaper  technology  conference  held  last 
week  in  Orlando,  Fla.,  said  a  major  attitude  shift 
among  attendees  —  as  well  as  throughout  the 
broad  newspaper  industry  —  occurred  since 
Connections  ’97. 

“The  days  of  evangelism,  hand-wringing  and  talk 
of  experimentation  are  really  over,”  Bennett  said 
while  surveying  the  exhibit  floor  on  the  third  day 
of  the  show.  “Online  newspaper  publishing  is  now 
an  established  business  and  people  aren’t  looking 
to  be  convinced  anymore.  They  came  here  this 
year  for  hard,  detailed  information  about  the  logis¬ 
tics  of  online  publishing.They  want  to  know  how 
to  do  it  and  how  to  do  it  better  in  their  market. 

“That  was  clear  to  us  earlier  this  year  and  we 
adjusted  the  Connections  program  to  reflect  that. 
We  made  a  conscious  decision  to  focus  on  the 
success  stories  of  online  newspapers,”  he  said. 

DEMANDING  DETAILS 

“Yesterday  we  made  the  afternoon  sessions 
open  —  meaning  people  could  ask  anything  they 
wanted.  They  asked  the  speakers  some  really  prob¬ 
ing  questions  about  the  business  mechanics. They 
were  demanding  details:  ‘How  does  this  work  for 
you?  Exactly  how  do  you  do  this  or  that?  Why  did 
this  work  better  than  that?’  ” 

“That’s  the  big  change,”  he  said.  “Newspaper 
people  at  all  levels  of  the  industry  are  now  fully 
immersed  in  this  cyber  stuff.  There  is  also  a  new 
sense  of  confidence  that’s  coming  through  from  the 
crowd.They’re  still  trying  to  figure  out  how  to  make 
money  at  this  thing,  but  they  have  a  more  sophis¬ 
ticated  view  of  how  it’s  all  evolving.They’re  much 
more  focused  on  getting  Web  services  set  up  right 
in  their  area  —  knowing  that  the  market  for  the  ser¬ 
vice  will  emerge  and  the  dollars  will  start  to  come. 

“There  is  a  new  recognition  that  this  will  be  a 
good  business  for  newspapers  and  that  it  is  a  nat¬ 
ural  extension  of  the  industry’s  traditional  role.” 

LDCAL  CHANGES 

“What  we’re  hearing  from  newspapers  is  that 
they  see  the  beginning  of  change  at  the  local  level 


"Online  newspaper  publishing  is  now  an  established 
business  and  people  aren't  looking  to  be  convinced 
anymore."  —  Randy  Bennett,  Newspaper  Association 

of  America  vice  president  for  electronic  publishing 

in  terms  of  the  number  of  people  who  access  the 
Internet  and  the  number  of  local  advertisers  who 
are  loosening  up  and  coming  to  understand  what 
the  Internet  is  all  about.  There  may  not  be  signifi¬ 
cantly  more  dollars  flowing  for  local  online  ads 
than  a  year  ago,  but  there  is  definitely  a  change  in 
attitude  at  the  street  level.” 

DIHECTDRIES.  CLASSIFIEDS.  CDMMUNITIES 

What  products  and  services  were  Connections 
attendees  most  interested  in? 

“Directories,  community  publishing  systems 
and  online  classifieds,”  said  Bennett. 

“A  year  ago,  newspapers  generally  viewed 
online  directories  as  somewhat  exotic  or  very  spe¬ 
cialized  things.  They  weren’t  sure  if  the  directory 
concept  fit  in  as  part  of  the  core  mission  of  news- 
papers.This  year,  that  has  changed.  Publishers  rec¬ 
ognize  that  online  directories  are  part  of  the 
Internet  business  mix  that  makes  sense  for  news¬ 
papers. 

“Suddenly,”  he  continued,  “they’re  seeing  that 
directories  are  attracting  large  numbers  of  adver¬ 
tisers  who  are  not  newspaper  advertisers,  so  it’s  a 
way  to  plug  into  a  new  base  of  local  advertisers. 
Newspaper  executives  now  see  there  are  some 
real  revenue  opportunities  for  newspapers  that 
move  into  the  online  directory  space  quickly  and 
effectively  in  their  own  markets. 
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Top  honours. 
Awards. 

Honourable  mentions. 

Just  another  day  at 
the  office? 


Read  Up 


The  National  Newspaper  Awards  have  recognized  the  finest 
journalism  for  almost  50  years.  This  year,  four  reporters  from 
The  Globe  and  Mail  were  honoured  at  these  highly-respected 
awards  in  Toronto. 

John  Stackhouse  received  top  honours  in  both  international 
and  business  reporting  categories  for  his  vvriting  on  the 
50th  anniversary  of  the  independence  of  India  and  Pakistan. 
He  shares  his  second  award  with  Paul  Waldie  and  Janet 
McFarland  for  their  business  reporting  on  the  Bre-X  gold 
scandal.  Another  Globe  reporter,  David  Macfarlane,  received 
an  award  in  the  critical  writing  category  for  his  columns  on 
David  Cronenberg,  Howard  Stern,  and  Celine  Dion.  Three 
other  Globe  reporters  were  nominated  as  well;  Hugh  Winsor 


for  columns,  Stephen  Brunt  for  sports  writing,  and  Brian 
Gable  for  editorial  cartooning.  Oiit  of  the  eleven  news 
organizations  honoured  at  the  National  Newspaper  Awards, 
two  newspapers  shared  first  place  for  the  total  number  of 
awards  -  The  Globe  and  Mail  and  the  Montreal  Gazette. 

I 

In  addition,  two  more  Globe  reporters  were  recognized  for  their 
talents.  Stephen  Strauss  received  an  award  from  the  Canadian 
Science  Writer’s  Association  for  his  cover  story  on  cloning: 
Medical  reporter  Paul  Taylor  was  given  the  Connaught  Medal 
for  excellence  in  health-research  journalism.  This  has  been  a 
great  year  for  The  Globe  and  Mail.  Congratulations  to  everyone. 
As  always,  a  job  well  done. 


C  N  A  1)  A  •  S  N  A  T  I  O  N  A  I  N  E  U  S  PAPER 


“Community  publishing  is  a  hot  topic,  but  peo¬ 
ple  are  mostly  trying  to  figure  out  exactly  how  it 
might  fit  into  their  operations  as  well  as  how  the 
technology  itself  works. 

“Online  classifieds  companies,  like  the 
CareerPath  and  Classified  Ventures  booths,  are 
drawing  a  lot  of  attention.  No  one  is  asking  if  they 


should  get  involved  with  online  classifieds  any¬ 
more.  This  year,  they  want  to  know  how  to  get 
involved  with  a  national  classified  ad  network. 
They  realize  that  local  newspapers  must  be  affili¬ 
ated  with  a  larger  national  network  to  compete  in 
the  new  sort  of  classified  marketplace  that  is  tak¬ 
ing  shape  across  the  World  Wide  Web.” 


Should  Connections  Pull  The  Plug  On  Itself? 

With  online  media  becoming  mainline,  merger  of  Connections,  Nexpo  eyed 


ONLINE  ACTIVITIES  ARE  so  quickly  becoming  a  part 
of  newspapers’  core  business  that  the  Newspaper 
Association  of  America  may  merge  its  Connections 
and  Nexpo  conferences  into  a  single  event. 

“There  clearly  is  a  convergence  and  an  increasing  inter¬ 
est  in  seeing  the  two  as  a  single  thing,”  confirmed  Randy 
Bennett,  NAA  vice  president  of  electronic  media.  “I  think 
there  is  a  scenario  in  which,  three  to  five  years  from  now. 
Connections  may  go  away  and  just  get  incorporated  into 
our  Nexpo  and  Marketing  shows,”  he  said. 

His  comments  came  during  the  two  days  that  the  two 
shows  had  their  exhibit  halls  open  one  floor  away  from 
each  other  in  the  Orange  County  Convention  Center  in 
Orlando,  Fla.  The  situation  caused  considerable  confusion 
as  sales  reps  and  some  of  their  potential  clients  ran  back 
and  forth  between  the  two  venues. 

For  the  last  70  years,  NAA’s  newspaper  technology  expo¬ 
sition  has  focused  on  mainstream  equipment  and  services 
required  to  operate  newspaper  companies  organized 
around  printing  presses.  This  was  largely  a  world  of  big 
iron,  forests  worth  of  paper,  factory  processing  equipment 
and  truck  fleets. 

SIDESHOW  GOES  MAINSTREAM 

Thirteen  years  ago,  NAA  created  Connections  as  a  paral¬ 
lel  conference  for  what  was  then  a  small-interest  group 


focused  on  audiotex  and  other  electronic  technologies.  But 
since  then,  digital  technologies  have  exploded  in  populari¬ 
ty.  Meanwhile,  Internet-based  publishing,  which  broke  sur¬ 
face  as  a  populist  phenomenon  around  1995,  has  become  a 
major  force  impacting  almost  all  aspects  of  newspapers’ 
news  and  advertising  activities. 

During  the  last  three  years,  increasing  numbers  of 
Internet-related  vendors  have  been  buying  exhibit  space  at 
Nexpo  to  reach  the  broader  base  of  newspaper  publishers 
who  must  now  deal  with  online  competitors,  technical 
issues  and  marketing  strategies.Two  years  ago,  NAA  created 
a  “New  Media  Pavilion”  within  Nexpo  to  highlight  online 
companies,  but  their  numbers  have  grown  to  overflowing. 

BLURRING  BOUNDARIES 

As  Internet  technologies  are  embraced  by  growing  num¬ 
bers  of  established  newspaper  product  and  services  ven¬ 
dors,  it  has  become  increasingly  difficult  to  define  where 
“new  media”  ends  and  “mainstream”  newspaper  exhibitors 
begin  around  the  Nexpo  floor. 

Perhaps  symbolic  is  Bennett’s  own  title  changed  from 
“vice  president  of  new  media”  to  “vice  president  of  elec¬ 
tronic  publishing.”  He  notes  that  the  cyberspace  news  and 
advertising  business  isn’t  a  new  medium  any  longer.  It’s 
become  a  routine  part  of  daily  operations  for  newspapers 
around  the  world.  —  Hoag  Levins 


Nando  Raises  Sights 

New  name,  role  selling  Web  services 


Nando. NET, THE  new  media  unit  of  the  McClatchy 
Co.,  has  changed  its  name  to  Nando  Media.  The 
move,  announced  at  the  Cormections  ’98  conference 
in  Orlando,  Fla.,  reflects  an  expanding  role  as  a  provider  of 
high-tech  business  services  —  beyond  the  online  delivery 
of  news  and  advertising. 

The  Raleigh,  N.C.-based  Nando.net,  one  of  the  earliest 
pioneers  of  Internet  publishing,  was  established  as  one  of 
the  Internet’s  largest  and  most  extensive  news  sites,  offer¬ 
ing  round-the-clock  updates  of  national  and  international 
events  and  later  expanded  to  become  the  Web  technology 
center  for  all  McClatchy  Co.  newspapers. 

Now  it  is  reaching  further  and  providing  Web  hosting 
and  other  online  services  to  outside  companies  like  the 
New  York  Daily  News  (www.nydailynews.com),  which  will 
launch  its  revamped  Web  site  from  Nando ’s  servers. 

“It  became  apparent  that  the  name  Nando.net  didn’t  tell 
the  whole  story,”  said  Christian  A.  Hendricks,  president  of 


Nando  Media.“We  wanted  visitors  to  our  site  to  know  there 
was  more  to  us  than  one  publication.The  new  name  better 
says  what  the  company  has  been  doing  the  past  year.” 

Sandra  Heddon,  Daily  News  managing  editor  of  new 
media,  said  Nando  “impressed  me  at  many  levels,  not  the 
least  of  which  was  the  company’s  dedication  to  the  news¬ 
paper  industry,  and  a  clear  understanding  of  what  it  takes 
to  survive  and  prosper  on  the  Web.” 

Nando’s  expanded  mission  encompasses  content  aggre¬ 
gation,  digital  development  services  and  strategic  hosting 
partnerships.  Its  redesigned  home  page  (http://www.nan- 
domedia.com)  serves  as  a  portal  to  the  company’s  range  of 
businesses. 

Hendricks  said  the  Daily  News  agreement  marks  the 
start  of  Nando’s  plan  to  broaden  hosting  services  beyond 
the  11  McClatchy  dailies,  including  the  Minneapolis  Star 
Tribune,  Sacramento  Bee,  Anchorage  Daily  News  and 
Raleigh,  N.C.,News  &  Observer.  —  David  Noack 


22  Editor  &  PuBUSHER 


http;//www.mediainfo.com 


June  27, 1998 


JUDGES’  COMMENTS  ON  THE  CONNECTICUT  POST’S  “YOUTH  AT  RISK’’  SERIES, 
WINNER  OF  THE  STEPHEN  A.  COLLINS  PUBLIC  SERVICE  AWARD, 
SOCIETY  OF  PROFESSIONAL  JOURNALISTS,  CONNECTICUT  CHAPTER. 


i 


Thomson  Newspapers -Making  A  Difference. 

The  Connecticut  Post’s  solutions-oriented  “Youth  at  Risk”  but  here  are  a  few  highlights:  Canada -10  National  Newspaper 

project  has  drawn  praise  from  both  community  leaders  and  Award  nominations,  four  winners;  Ohio  -  35  first-place 

Journalism  judges.  It’s  just  one  Thomson  endeavor  that’s  winning  regional  awards;  Georgia  -  24;  Wisconsin  -  22;  Indiana, 

accolades  for  excellence  and  prompting  community  response.  Pennsylvania,  Maryland,  Alabama,  Connecticut,  Florida, 

The  Louisiana  legislature,  for  instance,  passed  a  bill  calling  Arizona,  Louisiana,  South 
for  improved  police  training  after  our  Lafayette  newspaper  Carolina,  West  Virginia,  British 

published  its  “Battered  Badges"  series.  We  weren ’t  surprised  Columbia  and  Manitoba  -106. 

when  The  Daily  Advertiser  was  chosen  by  its  state  press  And  counting, 

association  as  Louisiana’s  Newspaper  of  the  Year  for  the  At  Thomson  Newspapers, 

second  consecutive  year.  we  ’re  committed  to  excellence 

Across  the  company,  our  newspapers  ’  accomplishments,  and  to  making  a  difference  in 

even  in  the  first  months  of  1998,  are  too  numerous  to  mention,  our  communities.  innovation,  common  sense. 


EXCELLENCE  THROUGH  GREAT  PEOPLE. 


BY  JIM  ROSENBERG 


SPECIAL  BEPOBT 

Grappling  With  Y2K: 
3  Newspaper  Stories 

How  publishers  in  Oregon,  Florida  and  Illinois  are  systematically 
tracking  down  potential  Year  2000  problems  in  their  computer  systems 


WHILE  THE  FIRST  part  of  the  special 
Nexpo  Year  2000,  or  Y2K,  session 
focused  on  the  vast  scope  and  poten¬ 
tially  catastrophic  nature  of  the  prob¬ 
lem,  the  second  provided  practical  suggestions  for 
coping.  Speakers  from  three  newspapers  —  the 
Portland  Oregonian,  Orlando  Sentinel  and 
Chicago  Daily  Herald  —  gave  step-by-step  expla¬ 
nations  of  their  Y2K  programs  and  strategies. 

PORTLAND  OREGONIAN 

Computer  services  director  Carol  Howard,  said 
the  Oregonian  began  probing  the  extent  of  the 
problem  two  years  ago,  after  discovering  that  its 
Unisys  systems  needed  an  update  and  its  highly 
modified  Collier-Jackson  was  not  Y2K  compliant. 
As  she  made  clear,  the  program  got  rolling  because 
she  got  the  message  to  her  president. 

Virtually  no  corner  of  the  organization  was 
untouched.  She  said  about  a  quarter  of  her  time  is 
spent  on  Y2K  issues,  while  some  in  the  business 
department  devote  much  more  time  to  it. 

The  solutions  varied  with  the  nature  and  age  of 
each  system  and  its  connection  with  others.  Soon 
after  starting,  however,  managers  identified  poten¬ 
tial  problem  areas,  assigned  staff,  assessed  prob¬ 
lems,  developed  plans,  and  put  them  into  effect. 

The  look-at  list  was  long,  and  Howard  said  her 
team  kept  the  company  informed,  celebrated  each 
completion  and  fought  the  tedium  with  incen¬ 
tives.  Areas  needing  work  or  replacement  includ¬ 
ed;  Camex  output.  Monotype  OPI  and  RIPs,  net¬ 
works,  ad  production,  circulation,  billing,  servers 
and  the  IBM  platform  for  the  otherwise  satisfacto¬ 
ry  Vu/Text  library.  Printers  and  CD-ROM  writers 
had  to  be  checked.  Controls  for  the  Goss  presses 
“could  not  be  made  Year  2000  compliant”  and  will 
be  set  back  10  years  from  1999- 

The  Unisys  system  was  upgraded  to  a  compliant 
mainframe,  with  a  Collier-Jackson  system  modified 
to  accept  four-digit  dates.  For  its  Admarc  system, 
Neasi-Weber  provided  the  only  necessary  change 
—  recognizing  the  correct  day  of  the  week  in  the 
leap  year  after  Feb.  28.  The  only  business  system 
that  seemed  to  be  made  Y2K  compliant,  said 
Howard,  was  the  Platinum  general  ledger.  Compaq 
servers  were  manually  rebooted  after  being  loaded 
with  compliant  code  downloaded  from  Compaq’s 
Web  site. 

When  a  search  team  turned  up  no  promising 
new  systems  running  at  a  comparably  large  daily, 
the  Oregonian  elected  to  make  its  old  CSI  classi¬ 


fied  front-end  compliant,  while  upgrading  the  sys¬ 
tem’s  hardware.  Howard  said  that  although  the 
paper  went  to  Harris  Publishing  Systems  for  a 
new,  Y2K-compliant  editorial  system,  the  Sun 
Solaris  platform  needed  a  Y2K  update.  Systems’ 
uninterrupted  power  supplies  also  will  be  tested. 

In  nonpublishing  areas.  Lucent  Technologies 
“committed  to  have  patches  ready”  by  early  1999 
for  the  call-management  system.  Power  generation 
and  water  supplies  are  part  of  the  plan  to  deal 
with  interruption  to  utilities  service.  PC  users  are 
reminded  to  make  local  backups.  Financial  data 
are  backed  up  with  hard  copy. 

“Our  emphasis  in  1999  will  be  on  testing  and 
contingency  planning,”  Howard  concluded. 

ORLANDO  SENTINEL 

From  the  local  daily,  classified  system  manager 
John  Pourtless  discussed  the  amount  of  work 
involved  in  just  one  system  —  one  that  could 
quickly  hurt  any  paper  unprepared  for  the  day  so 
many  dread.  The  Sentinel  worked  with  System 
Integrators  Inc.  to  convert  its  1994-vintage  classi¬ 
fied  ad  system  to  Y2K-compliant  coding.  SIl  had 
much  to  offer  (windowing  technology  that  recog¬ 
nizes  dates  as  either  19XX  or  20XX),but  much  was 
left  to  Sentinel  staffers  to  work  out,  not  least  being 
connections  to  other  systems,  including  the  Neasi 
Weber  Admarc  billing  system  at  parent  Tribune 
Co.’s  financial  service  center  in  Chicago. 

Sirs  base  date  brought  the  system  through 
2003.  Artificial  date  limits  had  to  be  removed  and 
code  modified  to  recognize  a  new  base  date.  Other 
programming  changes  included  routines  for  man¬ 
aging  the  system  with  respect  to  the  new  base 
date.  A “fixdate”  routine  accepts  and  fixes  old  base- 
date  files.  Also  needed  were  patches  for  the  HP-UX 
and  Sun  Solaris  operating  systems. 

Besides  inventorying  all  systems,  software  and 
interfaces  (in  both  directions),  potential  SII  prob¬ 
lem  areas  were  considered.  Also  reviewed  was  SIl 
applications  code  supplied  for  the  user  to  be  able 
to  make  modifications;  everything  that  had  been 
done  to  the  system  was  searched.  The  project 
began  two  years  ago,  but  the  actual  conversion 
process  was  carried  out  over  three  consecutive 
and  hectic  weekends  last  August.  One  recurrent 
activity  was  testing,  including  a  trial  roll-over  of 
the  date  on  the  second  weekend. 

The  SII  system  also  linked  to  AdStar  remote  ad 
entry  and  SB’s  Scoop  OPI  and  db:Graphics  data¬ 
base.  Plus,  a  lot  of  other  “interdependencies”  had 
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Just  another  good 
old-fashioned  newspaper... 


Sure,  this  is  how  you  always  read  a  newspaper.  But  now,  with  the 
infoPager'^'^  off-line  delivery  system,  this  same  familiar  format  is 
available  on  PC  -  to  paying  subscribers  -  wherever  they  may  be.  All 
your  customer  needs  is  a  PC  and  an  Internet  connection. 

This  is  not  a  website.  And  it’s  not  for  free.  Using  its  patent-pending 
“format-on-the-fly”^'^  technology,  infoPager  utilizes  a  “push" 
mechanism  to  deliver  personalized  publications  to  paying  customers. 
Your  readers  can  actually  hear  the  paper  crinkle  as  the  page  is  turned; 
receive  multimedia  ads  and  information;  or  print  out  an  article  in  your 
very  own  branded  format,  including  logo  and  masthead. 


Chances  are,  you’re  already  on-line.  Finally  you  can  benefit 
financially  from  that  investment  -  with  infoPager.  Sound  too  good  to 
be  true?  Tom  Rose,  Executive  Vice  President  of  Hollinger  International, 
didn’t  think  so.  And  now  the  Jerusalem  Post  is  making  money  from 
its  electronic  publishing  system.  Not  only  on-line,  but  off-line  too. 

Find  out  how  you,  too,  can  re-purpose  information  and  turn  your 
electronic  publishing  operation  into  a  profit  center.  Contact  Zebra 
Pushware  Solutions,  the  developers  of  infoPager  as  well  as  other 
revenue-enabling  technologies  for  the  Internet.  Call  toll-free  in  the 
US:  1  -888-301  -5235,  or  directly  to  +972-2-568-7799 


infoiPager 

Personal  News  Delivery  Software 


Tel:  +972-2-568-7799 
Fax:  +972-2-568-7798 
Email:  sales@lnfopagercotn 
Web:  'Arww.infopager.com 


infoPagei''“  anc  ■format-on-the-fly'’'“  are 
trademarks  of  ZEBRA  F^ishware  Solutions. 


Making  electronic  publishing  profitable 


BY  MARK  FITZGERALD 


CiAL  iEPBWT 


to  be  tested,  said  Pourtless.  He  said  management 
needs  to  realize  that  downtime  for  systems  — 
when  the  work  will  be  done  —  has  shrunk  over 
the  years. 


CHICAGO  DAILY  HERALD 

From  Illinois’  third  largest  paper,  in  suburban 
Arlington  Heights,  assistant  vice  president  Michael 
Schoepke  said  his  staff  felt  comfortable  with  its 
efforts  until  about  six  months  ago. 

“We’re  finding  more  and  more  things  as  time 


Newspapers  Must 
Report  Y2K  Costs  — 
Or  Else;  SEC 

PUBLICLY  OWNED  NEWSPAPER  companies 
have  another  Y2K  problem  now  —  the 
Securities  and  Exchange  Commission  is 
warning  that  it  will  start  taking  action  against  cor¬ 
porations  that  do  not  fully  disclose  their  Year  2000 


goes  by,”  he  said.  Even  with  a  network-ready  new 
building  and  2-year-old  payroll  and  human 
resources  systems  in  place,  Schoepke  had  much  to 
examine.  Luckily,  a  new  classified  system  was 
needed  anyway,  many  production  systems  proved 
(or  were  promised  to  be)  Y2K  compliant,  certain 
in-house  business  systems  are  being  replaced,  and 
the  newsroom  system  will  soon  get  a  compliant 
upgrade,  once  the  upgrade  “passes  muster  at  some 
smaller  papers,”  said  Schoepke. 

But  in-house  newsprint-tracking  and  receivables 
systems  are  giving  way  to  newer  commercial  sys¬ 
tems,  and  little  else  was  ignored.  Even  building 
security  will  probably  need  some  software  patch¬ 
es,  Schoepke  noted. 

Geac  said  the  circulation  system  is  OK,  and  the 
Koenig  &  Bauer  press  controls  were  rolled  over  to 
2000  for  a  week  with  no  major  “anomalies  within 
that  system,”  said  Schoepke.  Also  Y2K  safe  were  e- 
mail,  voice  mail,  platemaking.  Layout  8000  dum¬ 
mying  software  (date-safe  since  its  creation  in  the 
1970s)  and  OPI  and  imaging  (Schoepke  said 
Autologic  recently  has  been  more  forthcoming  on 
compliance). 

Like  the  Oregonian,  the  Herald  is  considering 
how  other  companies’  problems  may  affect  its 
operations,  including  possible  outages  of  wired 
and  cell  phone  service  and  transportation  difficul¬ 
ties.  Schoepke  said  he  hopes  to  do  only  testing  in 
1999. 

UNPREDICTABLE  PROBLEMS 

All  Y2K  panelists  agreed  that  compliance  can 
only  be  determined  with  any  certainty  at  individ¬ 
ual  sites.  Vendors  can  only  say  that  under  their 
own  conditions  —  usually  unconnected  to  other 
systems  —  their  products  are  Y2K  safe.  Schoepke 
cited  a  letter  from  a  vendor  concluding  “not  every 
situation  or  environment  can  be  predicted  and 
tested,”  owing  to  numerous  possible  combinations 
of  software,  hardware  and  interfaces. 

From  Data  Dimensions,  Kurt  Duffy  said  busi¬ 
nesses  must  face  the  fact  that  Y2K  projects  are 
“huge,  time-consuming  and  very,  very  expensive.” 
In  retaining  a  consultant,  said  Duffy,  a  newspaper 
and  its  consultant  need  to  take  a  partner 
approach,  with  a  shared  perspective  and  common 
goals.  A  consultant’s  advantages,  he  said,  include 
the  presence  of  several  viewpoints,  the  no  addi¬ 
tions  to  the  payroll,  outside  experience,  cost-effec¬ 
tive  project  management,  focus  solely  on  Y2K 
work  and  neutrality  to  political  interests  within 
the  client  company. 


compliance  costs. 

In  recent  testimony  before  a  U.S.  Senate  banking 
subcommittee,  SEC  commissioner  Laura  Unger  sig¬ 
naled  that  the  regulators  take  Y2K  compliance  dis¬ 
closure  very  seriously. 

Too  many  companies,  Unger  stated,  are  report¬ 
ing  only  vague  information  that  does  not  give 
stockholders  and  investors  the  full  picture  of 
compliance  progress  or  the  financial  risks  still 
faced. 

In  January,  the  SEC  issued  detailed  disclosure 
rules,  and  it  intends  to  issue  soon  an  “interpretive” 
guideline  that  will  be  a  last  warning  to  noncom¬ 
plying  companies. 

“The  interpretive  release  will  clarify  that  com¬ 
panies  must,  in  addition  to  considering  costs, 
determine  materiality  based  on  the  potential  con¬ 
sequences  of  inadequately  resolving  their  Year 
2000  issues. 

Further,  the  Commission’s  interpretive  release 
may  form  the  basis  of  Commission  enforcement 
actions  against  companies  that  fail  to  disclose 
material  information  regarding  their  Year  2000 
issues,”  Unger  said. 

“If  a  company  determines  that  its  Year  2000 
issues  are  material,”  Unger  commented,  “it  should 
disclose  the  nature  and  potential  impact  of  these 
issues  as  well  as  the  countervailing  circum¬ 
stances. 

“As  part  of  this  disclosure,  the  (SEC)  staff 
expects  a  company  to  disclose,  at  a  minimum,  its 
general  plans  to  address  the  Year  2000  issues  that 
affect  its  business,  operations  (including  operat¬ 
ing  systems)  and,  if  material,  relationships  with 
customers,  suppliers  and  other  constituents,  and 
the  company’s  timetable  for  carrying  out  those 
plans. 

“A  company,”  she  continued,  “also  should  dis¬ 
close  an  estimate  of  its  Year  2000  costs  and  any 
material  impact  it  expects  these  expenditures  to 
have  on  its  results  of  operations,  liquidity,  and  cap¬ 
ital  resources.  Staff  Legal  Bulletin  No.  5  specifically 
states  that  companies  should  avoid  boilerplate  dis¬ 
closure. 

“Also,  companies  were  advised  to  consider 
updating  their  Year  2000  disclosure  at  least  quar¬ 
terly  when  filing  their  periodic  reports  with  the 
SEC.  Any  material  changes  in  the  company’s  Year 
2000  issues  should  be  disclosed.” 

The  full  text  of  Unger’s  testimony  plus  detailed 
Y2K-compliance  disclosure  requirements  are  post¬ 
ed  on  the  SEC’s  Web  site  (www.sec.gov/news/ 
testimony/tsty0798.htm). 
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Y2K  ‘Emergency’ 
Forecast  For  ’99 

Year  2000  problems  now  being 

ignored  by  many  U.S.  corpora¬ 
tions  will  cause  “panic  and  an  emer¬ 
gency  by  the  middle  of  next  year,” 
according  to  the  former  chief  of  the 
United  Kingdom’s  computer  and 
telecommunications  agency. 

He  believes  that  even  though  U.S. 
and  U.K.  governments  understand  the 
magnitude  of  the  problem,  they  are 
“paralyzed”  and  not  budgeting  nearly 
enough  money  to  deal  with  it. 

Speaking  at  a  Nexpo  panel,  Robin 
Guenier,  recognized  as  an  authority  on 
Y2K,  emphasized  the  certainty  and 
seriousness  of  the  problem  for  organi¬ 
zations  dependent  on  computers  — 
and  for  those  dependent  on  such  orga¬ 
nizations.  In  other  words,  most  people 
in  the  industrialized  world  will  be 
affected  somehow  unless  action  is 
taken  quickly  and  with  determination. 

The  panel  convened  to  address 
what  may  be  newspapers’  greatest  and 
most  immediate  challenge:  keeping 
their  computer  systems  afloat  when 
the  calendar  flips  to  Jan.  1, 2000  —  or 
even  before.  The  fear  is  that  systems 
will  crash  across  a  spectrum  of  indus¬ 
tries  when  older  systems  fail  to  recog¬ 
nize  that  date. 

Guenier  and  others  say  it’s  impera¬ 
tive  for  top  managers  to  grasp  the  grav¬ 
ity  of  the  situation  and  immediately 
deal  with  it,  since  techies  caimot  fix 
the  problem  in  their  spare  time  with¬ 
out  added  resources.  But  he  seemed  to 
be  preaching  to  the  converted.  More 
than  200  mostly  systems  people  in  the 
audience  were  already  aware  of  the 
problems,  if  not  the  solutions. 

Guenier  expressed  impatience  with 
journalists,  and  their  bosses,  for  failing 
to  takeY2K  seriously.  “1  don’t  believe 
the  question  of  cost  is  really  very 
important,”  he  said,  when  the  real  issue 
is, “Can  you  do  it  on  time?” 

The  problem  reaches  into  every  sys¬ 
tems  nook  and  cranny,  from  main¬ 
frames  to  microcomputers,  from  net¬ 
works  and  software  to  interfaces  and 
even  into  embedded  chips,  the  pro¬ 
grammable  logic  controllers  running 
everything  from  factory  machinery  to 
maritime  navigational  systems. 

CHIP  TIME  BOMB 

Embedded  chips  are  “now  emerging 
as  perhaps  the  greatest  of  all  prob¬ 
lems,”  a  fact  the  British  only  woke  up 
to  early  last  year,  Guenier  said,  adding 
that  procrastination  may  lead  to  more 
(See  Y2K  on  page  56) 
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SPECIAL  REPORT 


BY  MARK  FITZGERALD 


Hands  On  Press  Controls 

German  press  maker  MAN  Roland  refuses  to  relinquish  press  electronics  to  outside  vendors 


WITH  PRINTING  PRESS  electronics 
more  sophisticated  than  ever,  MAN 
Roland  says  now  is  no  time  to  lose 
control. 

Top  executives  of  Offenbach,  Germany-based 


We  strap  17  of  the 
top  20  newspapers 
across  America... 


MAN  Roland  declared  at  Nexpo  that  they  won’t 
join  the  recent  trend  of  outsourcing  press  controls 
to  specialty  vendors. 

“We  take  the  ownership  and  responsibility  for 
interfacing  with  the  production  process,”  MAN 
Roland  CEO  Helgi  Schmidt- 
Liermann  said.  “We  facilitate 
the  very  best,  the  most  seam¬ 
less  interface  with  the  flow 
of  product.  And  we  think  to 
leave  the  responsibility  for 
that  to  someone  else  is 
dicey.” 

Schmidt-Liermann 
acknowledged  the  growing 
numbers  —  and  marketing 
clout  —  of  vendors  specializ¬ 
ing  in  press  controls,  and 
said  MAN  Roland  was  willing 
to  work  with  those  compa¬ 
nies  when  customers  show 
“a  very  strong  preference.” 
But  he  and  other  MAN 
Roland  executives  suggested 
they  were  loathe  to  trust  the 
fate  of  their  big  iron  to  out¬ 
side  vendors. 


TODAY’S  PLAYERS  GONE 
TOMORROW 

“We  fear  that  over  time,  as 
markets  change  and  eco¬ 
nomic  circumstances 
change,  the  players  you 
work  with  today  may  be 
gone  tomorrow,”  Schmidt- 
Liermann  said.  “Everybody 
looks  to  [the  printing  press 
maker]  regardless  of  what 
comes  in  and  they  look  at 
what  comes  out.  Who  is 
going  to  be  the  guy  respon¬ 
sible  in  the  end  when  some¬ 
thing  doesn’t  work?” 

Schmidt-Liermann  was 
asked  if  MAN  Roland’s 
emphasis  on  supplying  its 
own  controls  at  a  time  when 
specialty  control  vendors  are 
emerging  might  be  analo¬ 
gous  to  the  situation  propri¬ 
etary  front-end  computer 
system  vendors  faced  when 
companies  emerged  offering 
off-the-shelf  personal  com¬ 
puters.  He  accepted  the  anal¬ 
ogy  —  but  rejected  the 
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implication  that  they  would  founder  like  other 
vendors  have. 

“It’s  an  excellent  point.  In  the  same  sense  you 
saw  prepress  computer  makers  fail  because  they 
had  nothing  left  to  offer  but  service,”  he  said. 

MAN  Roland  executives  also  argue  that  the  com¬ 
pany’s  size  —  in  this  fiscal  year  revenue  broke  $1.7 
billion  —  and  depth  of  product  line  gives  the  com¬ 
pany  a  big  advantage. 

“We  have  such  a  broad  number  of  resources  and 
experience  in  research  and  development,”  said 
Vince  Lapinski,  vice  president  of  the  North 
American  newspaper  group.  “If  we  were  just  a 
newspaper  press  supplier,  that  might  not  be  a 
good  strategy.” 

_ All  MAN  Roland  presses, 

commercial  or  newspaper, 

^  ^  use  the  company’s  Pecom 

I  networking  and  control  sys- 

<11^4  1  monitors  the 

1^1  I|  range  of  printing  processes. 

^  ;  1  The  newspaper  version, 

I  I  Pecom  N,  for  instance,  moni- 

tors  job  preparation,  register, 
I  I  web  splicing  and  ink/water 
I  i  balance  and  links  to  prepress 
I  and  post-press  functions. 

.  1  “We  continue  and  will 

1  continue  and  will  always 

continue  in  that  way,” 
Lapinski  said. 


MAN  Roland 
Buys  Asian 
Distributor 

PRESS  MAKER  MAN  Roland  is  taking 
over  its  longtime  distribution  part¬ 
ner  in  Asia  and  looking  to  acquire  its 
European  distributor  as  well. 

With  the  agreement  to  buy  its  Asian 
distributor,  MAN  Roland  “now  controls 
its  own  destiny  by  having  a  very  strong 
distribution  system  in  Asia,”  CEO  Helgi 
Schmidt-Liermann  stated  at  a  June  21 
press  conference  during  Nexpo  ‘98  in 
Orlando. 

German-based  MAN  Roland  and  NV 
Koninklijke  KNP  BT  of  Amsterdam 
signed  a  memorandum  of  understand¬ 
ing,  June  17,  integrating  the  Asian  dis¬ 
tributorship  known  as  the  Votra  Group 
into  MAN  Roland. 

At  the  same  time,  the  manufacturer 
said  it  intended  to  acquire  KNP  BT’s 
stake  in  the  European  company 
Omnigraph  Group,  its  largest  distribu¬ 
tion  partner. 

MAN  Roland  is  a  minority  sharehold¬ 
er  in  Omnigraph,  which  was  formed  in 
1994  from  the  merger  of  eight  inde¬ 
pendent  distribution  companies. 

—  Mark  Fitzgerald 
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BY  MARK  FITZGERALD 

Nexpo  Notebook 


Editors  note:  One  reporter’s  observations  at 
Nexpo  ’98,  in  Orlando,  Fla. 

G-O-O-O-A-L:  CUSTOMERS 

Executives  from  Latin  American  newspapers 
flocked  to  Nexpo  in  apparently  record  numbers 
this  year,  lured  not  only  by  the  need  to  shop  for 
hardware  and  software  to  accommodate  growing 
circulation  —  but  also  by  Nexpo’s  central  Florida 
debut.  To  serve  Latin  American  customers,  many 
vendors  had  Spanish-speaking  staff  on  hand  and 
offered  literature  and  demonstrations  in  Spanish. 

One  exhibitor,  NewsTech  Co.,  offered  an  even 
more  irresistible  come-on:  World  Cup  soccer.  During 
afternoon  matches,  at  least  a  dozen  people  crowd¬ 
ed  around  a  big-screen  TV  NewsTech  provided. 

FORGET  THE  HEAT;  IT'S  THE  HUMIOITY 

So  during  a  steamy  Nexpo  when  record  temper¬ 
atures  threatened  daily,  and  humidity  soared,  how 
do  you  sell  humidification  systems?  “You  keep  a 
sense  of  humor,”  said  Dave  Kelsey,  sales  manager 
for  American  Moistening  Co.  of  Pineville,  N.C. 

“It’s  actually  cooler  under  here,”  said  Printers’ 
Service  director  of  marketing  Terry  A.  Torkelson, 
pitching  humidification  as  mist  hissed  from  the 
nozzle  of  a  PriscoTech  Draabe  humidification  unit. 


“One  gentleman  from  Latin  America  said  our 
booth  would  be  perfect  for  keeping  cigars.” 

Unfortunately  for  Nexpo-goers  with  hopes  of 
heat  relief,  a  dry  ice  CO^  Miniblast  press  cleaner  at 
the  Alpheus  booth  was  for  display  only.  Besides, 
said  Alpheus  marketing  manager  Ken  Lay,  “The 
cleaning  system  doesn’t  make  the  press  cold.  It’s  a 
logical  question,  but  it  doesn’t  happen  that  way.” 

WHATSINANAME.  COM 

The  cyberspace  explosion  has  certainly  livened 
up  the  names  of  Nexpo  exhibitors.  Those  equip¬ 
ment  companies  with  names  like  Robertson  Press 
Machinery  Co.  Inc.  are  still  there,  but  now  they  are 
joined  by  far  more  fanciful  monikers.  Among 
them:  Satori  Software,  Miles  33  International, 
Zapotec  Software,  9  to  5  Computer,  and  Cenosis. 

UNCOMMON  EXHIBITOR 

At  every  Nexpo,  one  or  two  exhibitors  succeed 
in  creating  a  buzz,  and  that  buzz  goes  like  this: 
“What  are  they  doing  here?” 

This  year  it  was  Uncommon  USA,  a  company 
pitching  a  line  of  ladders,  so  its  presence  was  not 
all  that  much  of  a  stretch,  even  though  its  main 
business  is  selling  flags  and  telescoping  flagpoles. 
The  bigger  surprise,  though,  was  that  it  was  the 
flagpoles  that  moved  at  Nexpo. “We’ve  sold  quite  a 
few  to  individuals,”  Uncommon’s  Bill  Fritz  said. 

And  to  at  least  one  other  Nexpo  exhibitor:  Mid- 
America  Graphics  Inc.  planted  the  20-foot  model, 
capped  by  a  bald  eagle,  at  its  booth. 


GOSS  GRAPHIC  SYSTEMS 
AND 

GLOBAL  PRESS  SALES 
FORM 

STRATEGIC  ALLIANCE 


Global  Press  Sales  of  Somerset,  New  Jersey  and  Goss  Graphic 
Systems  of  Westmont,  Illinois  have  joined  in  a  "Strategic 
Alliance"  whereby  Global  will  act  as  Goss'  exclusive  u^ 
equipment  agent  in  North  America,  and  will  refurbish  and  remanu¬ 
facture  double  width  and  single  width  newspaper  presses. 


Robert  Kuhn  and  Edward  Padilla 

7^ 


In  addition.  Global  will  provide  press  reconfiguration  engineering  to 
Goss  for  the  integration  of  new  Goss  press  components  with  existing 
press  lines. 

Robert  Kuhn,  Goss  Chairman  and  CEO  said,  "We  are  happy  to  have  Ed 
Padilla  and  his  experienced  Global  team  aligned  with  Goss." 

GOSS  GRAPHIC  SYSTEMS  ^ 

700  Oakmont  Lane 
Westntont,  Illinois  60559 
(630)  850-6600 


“This  allisnce  allows  us  to  offer  customers  the  best 
of  both  company’s  capabilities.  Global  is  especially 
pleased  to  partner  with  Goss,  the  worlds  market 
leader  in  newspaper  presses.” 

Ed  Padilla 
President,  Global  Press  Sales 


I  GLOBAL  PRESS  SALES 

270  Davidson  Avenue 
Somerset,  New  Jersey  08873 


(732)  560-9364 
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And  Discover  a  New  Revenue  Source  -  Online 


Extend  Your  Classifieds  to  New  Audiences 

Auction  Universe,  a  Times  Mirror  Company,  helps  local 
newspapers  extend  the  reach  of  their  traditional  classified 
advertising  to  new  markets  in  the  online  environment. 

Auction  Universe  is  the  centerpiece  of  the  Internet’s  largest 
community  of  online  auction  sites.  Connected  to  and  supported 
by  major  newspapers  around  the  country  -  papers  like  the  Los 
Angeles  Times,  St.  Louis  Post-Dispatch  and  Minneapolis’  Star 
Tribune  -  Auction  Universe  builds  on  the  trust  and  tradition  of 
local  newspaper  brands  to  extend  them  to  new  audiences 
online.  The  classified  categories  in  this  network  are  further 
strengthened  by  specialty  magazine  and  collectible  publication 
partners.  This  all  adds  up  to  the  largest  national  network  of 
online  auction  sites,  all  powered  by  Auction  Universe. 


Answer  the  New  Media  Challenge 

Auction  Universe  offers  you  an  enticing  new  revenue  source 
and  the  fastest,  most  cost-effective  way  to  extend  your  classified 
business  to  the  Internet  by  providing  you  with  your  own  branded 
auction  site.  This  translates  to  new  audiences,  local  and 
national  brand  recognition,  a  new  profit  center  and  your 
answer  to  the  new  media  challenge.  Additionally  your  readers 
will  enjoy  a  new,  convenient  and  fun  way  to  shop  the  classifieds. 
You  will  also  appeal  to  new  classified  markets  like  antiques 
and  collectibles,  and  the  secondary  resale  markets  for  which 
traditional  classified  advertising  has  become  too  expensive. 

Get  Started  Today 

Find  out  how  you  can  better  leverage  your  classifieds 
and  get  online  with  Auction  Universe.  Email  us  at 
info@auctionuniverse.com  or  simply  call  203-741-51 10. 


www.auctionuniverse.com 


AUCTION 

UNIVERSE 
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NEWSPEOPLE  IN  THE  NEWS 


BY  IAN  E.  ANDERSON 


Publications,  has 
f  been  named 

1  regional  advertis- 

ing  sales  manager 
for  three  weekly 
newspapers  in 
McHenry  County 

mCHAELJ.  KAINRATH  t^Y  ^Un 

Publications,  the 
weekly  group  of 
Copley  Chicago  Newspapers. 

The  three  Illinois  newspapers 
include  McHenry  Star,  Wonder  Lake 
Star  and  Woodstock  Star. 

MICHAEL  J.  KAINRATH,  data¬ 
base  marketing  specialist  and  the 
research  manager  at  the  Nashville 
Tennessean,  was  appointed  research 
and  database  manager  for  Copley 
Chicago  Newspapers. 


ARTHUR 
BRETTKRVEZ, 

manager  of  circu¬ 
lation  operations 
at  the  Houston 
Chronicle,  has 
been  promoted  to 
director  of  circu¬ 
lation  operations. 

NELLE 

SPATES,  marketing  operations  manag¬ 
er,  was  named  director  of  administra¬ 
tion,  marketing  and  electronic  prod¬ 
ucts. 

JIM  TOWNSEND,  new  media  con¬ 
tent  manager,  was  appointed  content 
director,  electronic  products. 

KATHLEEN  WORTHINGTON 
Me  QVEARY,  new  media  sales  and 
marketing  manager,  was  promoted  to 
advertising  promotion/electronic  prod¬ 
uct  sales  director. 


LYN  SARGENT 


ARmVR  BREITKRVEE  \  HENRY  B.  HATTZ  DM 


Daily  Times. 

€1ARMEN  STRAND,  production 
manager/print  quality  at  Knight  Ridder, 
Miami,  was  named  production  manager 
in  State  College. 


LARRY  BEASLEY,  president,  CEO 
and  publisher  at  the  Los  Angeles  Daily 
News,  has  been  appointed  general 
manager  at  the  Pasco,  Hernando  and 
Citrus  county  operations  at  the  St. 
Petersburg  (Fla.)  Times. 

He  succeeds  ROY  BAIN,  who 
retired. 

LYN  SARGENT,  advertising  divi¬ 
sion  manager  in  the  Clearwater  office, 
was  named  North  Suncoast  advertising 
manager. 

RICH  ROBB,  North  Pinellas  zone 
manager,  was  promoted  to  home  deliv¬ 
ery  area  manager  in  the  North 
Suncoast. 


DON  SMITH,  publisher  at  the 
Yankton  (S.D.)  Daily  Press  &  Dakotan 
and  Vermillion,  S.D.,  Plain  Talk,  has 
been  named  Western  Slope  group  pub¬ 
lisher,  responsible  for  Morris 
Communications  Corp.  publications  in 
western  Colorado. 

JAMES  E.  SMITH,  vice  president 
and  director  of  marketing  at  the  Ft. 
Lauderdale,  Yla..,  Sun-Sentinel,  was 
appointed  director  of  market  research 
for  Morris,  an  Augusta,  Ga.-based  corpo¬ 
ration. 


HENRY  B.  HAITZ  HI,  chief  financial 
officer  at  the  State  College,  Pa.,  Centre 
Daily  Times,  has  been  promoted  to 
vice  president. 

KAREN  BETTS,  production  ser¬ 
vices  manager  at  Jostens  Printing  & 
Publishing,  was  named  technology 
director. 

ANNA  SITPP,  assistant  display 
advertising  manager  at  the  Lexington 
(Ky.)  Herald-Leader,  was  appointed 
advertising  director  at  the  Centre 


DENNIS  MENNEMEHSR,  senior 
account  manager  at  Pioneer  Press 


RANDY  HAMMER,  circulation  direc¬ 
tor  at  the  Janesville  (Wis.)  Gazette,  has 
been  appointed  an  account  manager  at 
the  Pisa  Group  Inc.,  a  newspaper  tele¬ 
marketing  firm  based  in  St.  Louis. 

Hammer  will  be  based  in  the 
Rockford,  Ill.,  call  center. 


SEAN  REHY,  publisher  at 
Metropolitan  Magazines,  a  company  he 
started  that  became  San  Diego’s  lead¬ 
ing  publisher  of  business/lifestyle  mag¬ 
azines,  has  been  named  general  manag¬ 
er  of  the  Metro  and  Book  Review  sec¬ 
tions  at  the  Los  Angeles  Times. 

JACQUELINE  COHEN 
STEINBERG,  vice  president,  corpo¬ 
rate  marketing  communications  for 
Giorgio  Beverly  Hills,  a  division  of 
Procter  &  Gamble,  was  appointed  gen¬ 
eral  manager  of  the  Life  &  Style,  Health 
and  Food  sections. 

JOHN  LORICK,  director  of  con¬ 
sumer  marketing  and  product  plan¬ 
ning,  takes  on  the  additional  responsi¬ 
bility  of  general  manager  of  TV  Times. 


Lee  E.  Dirks  Owen  Van  Essen  Philip  Murray 


We  specialize  in  assisting  owners  in 
exploring  and  negotiating  the  sale  of 
their  daily  newspapers  or  non-daily 
newspaper  groups. 


II9  EAST  MARCY  STREET  SUITE  lOO  SANTA  FE,  NM  875OI  TEL:  505.82O.27OO  FAX:  5O5.82O.29OO 
E-mail:  dirks.van.essen@internetmci.com  http://www.dirksvanessen.com 
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BY  KELVIN  CHILDS 


Nigeria  Frees  Journalist 

Move  follows  protests  by  U.S.  journalism  groups 


NIGERIA’S  NEW  LEADER  released  journal¬ 
ist  and  publisher  Christine  Anyanwu  and 
eight  other  political  prisoners  June  15. 
Anyanwu,  imprisoned  since  May  1S>95, 
is  founder  and  publisher  of  Sunday  Magazine.  She 
was  convicted  of  treason  and  imprisoned  in  soli¬ 
tary  confinement  for  her  coverage  of  the  late  Gen. 
Sani  Abacha’s  regime.  Abacha  died  June  8.  Maj.  Gen. 
Abdulsalam  Abubakar,  who  succeeded  him  as  head 
of  the  ruling  military  junta,  ordered  the  releases. 

U.S.  State  Department  spokesman  Louis  Seges- 
vary  said  of  Anyanwu ’s  release,  “We  welcome  that, 
and  we  applaud  the  new  regime  for  doing  that.  We 
just  hope  they  will  release  the  other  prisoners.” 

Among  those  released  was  Gen.  Olusegun 
Obasanjo,  Nigeria’s  head  of  state  from  1976-1979. 
Anyanwu  was  the  only  journalist  in  the  group. 

The  Committee  to  Protect  Journalists  has 
pushed  for  Anyanwu ’s  release  since  she  was  incar¬ 
cerated,  and  a  year  ago  launched  a  campaign  to 
free  her.  She  was  released  four  days  after  the  pres¬ 
ident  of  the  National  Press  Club  delivered  a 


from  a  vehicle  accident  three  years  ago.  Kerina  said 
Anyanwu  is  visiting  with  family  in  Lagos. 

Douglas  Harbrecht,  president  of  the  National 
Press  Club,  said  the  group  will  offer  $2,500  for  her 
to  return  to  the  United  States  and  will  host  an 
event  in  her  honor.  “We’re  going  to  celebrate  her 
release  big  time,  when  she  comes,”  Harbrecht  said. 
Kerina  and  Harbrecht  said  arrangements  are  being 
made  to  get  Anyanwu  medical  care. 

Harbrecht  and  Amy  Pickling,  chair  of  the  NPC’s 
Freedom  of  the  Press  Committee,  drafted  a  letter 
calling  for  Anyanwu’s  freedom.  CPJ  awarded 
Anyanwu  its  International  Press  Freedom  Award  in 
1S>97.  She  also  was  awarded  the  UNESCO/  Guillermo 
Cano  World  Press  Freedom  Prize  this  year. 

Nigeria’s  government  under  Abacha  had 
become  notorious  for  its  brutal  oppression  of  citi¬ 
zens  and  its  hostility  to  the  news  media.The  regime 
suspended  the  constitution  and,  according  to  CPJ, 
has  seized  newspapers,  passed  restrictive  press 
laws,  imprisoned  several  journalists  on  trumped-up 
charges  and  detained  others  without  due  process. 


protest  letter  to  the  Nigerian 
embassy  in  Washington,  and 
a  day  after  President  Clinton 
called  Abubakar  to  push  for 
democracy.  CPJ  and  the 
National  Press  Club  continue 
to  seek  the  release  of  16 
other  journalists  held  in 
Nigerian  jails. 

“We  are  relieved  that 
Christine  Anyanwu  will  final¬ 
ly  receive  the  medical  atten¬ 
tion  she  so  urgently  needs, 
but  we  are  equally  con¬ 
cerned  about  the  health  of 
the  three  other  journalists 
who  were  imprisoned  at  the 
same  time  on  the  same 
charges  —  Kunle  Ajibade, 
Ben  Charles  Obi,  and  George 
Mbah,”  said  CPJ  executive 
director  William  A.  Orme  Jr. 

Anyanwu  has  complained 
of  a  loss  of  eyesight,  for  rea¬ 
sons  that  have  not  been  diag¬ 
nosed,  said  Kakuna  Kerina, 
CPJ ’s  Africa  coordinator. “She 
suffered  quite  a  bit  of  deteri¬ 
oration  because  of  the  lack 
of  medical  attention.” 

Kerina  said  the  other  three 
are  in  “a  very,  very  severe 
medical  state”  —  one  with 
renal  problems,  another  with 
an  untreated  head  injury 


THE  TRUSTED  ADVISOR 

Veronis,  Suhler  and  Associates’  (VS&A)  extensive 
media  industry  knowledge,  fmancial  acumen, 
transaction  expertise,  and  access  to  decision  makers 
have  made  Veronis,  Suhler  the  trusted  advisor  to 
media  companies  worldwide. 


Veronis,  Suhler  assists  owners  of  newspapers  and 
other  media  companies  to  maximize  the  value  of  their 
holdings  by  providing  a  broad  range  of  financial 
advisory  services,  including: 


Mergers  &  Acquisitions 
Debt  &  Equity  Financing 
Valuations 


Recapitalizations 
Fairness  Opinions 
Research 


ROBERT  J.  BROADWATER 

Managing  Director 
broadwater@vsacoinm.com 


Since  its  founding  in  1981,  Veronis,  Suhler  has 
completed  more  than  390  communications  industry 
transactions  with  an  aggregate  value  in  excess  of  $20 
billion  —  including  more  than  $870  million  in 
newspaper  transactions. 

Please  call  to  learn  more  about  VS&A’s  financial 
advisory  services  and  discuss  possible  initiatives  in 
complete  confidence. 


Vkronis,  Sum.F.R  &  As.soc  iat4:s  Inc  . 


KEVIN  M.  LAVALLA 

Managing  Director 
lavallak@vsacomm.com 
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BY  TOM  RIORDAN 


Miami  Herald  Scores 
With  Titanic  Poster 


A  child's  request  for  Titanic  memorabilia  generates  revenue  for  reprint  unit 


“I  walked  the  20  steps  from  the  library  to  the 
desk  of  Lory  Reyes,  Herald  FactLine  editor,  1 
showed  her  the  page  and  asked  if  we  could  make 
posters  of  it.” 

Reyes  immediately  agreed  and  contacted  artist 
Mamie  Lingo  in  creative  services.  Lingo  scanned 
the  page  into  the  Macintosh  system,  enhanced  it, 
created  a  black  border  and  designed  a  small  legend 
in  a  box  at  the  bottom:  “Official  Miami  Herald 
Commemorative  Front  Page  —  April  16, 1912.” 

“We  ran  several  display  ads  in  the  paper  and  got 
600  orders  before  the  posters  were  even  printed,” 
said  Reyes.  “They  sold  for  $10  and  our  costs  for 
printing  and  mailing  were  under  $2.50.” 

One  of  the  first  posters  off  the  press  was  hand- 
delivered  by  Ynclan  to  Gillian  Durruthy  —  along 
with  a  thank  you  for  sparking  the  idea. 

The  initial  run  of  1,500  sold  out  in  less  than  two 
months.  Another  1,000  were  ordered.  By  mid-May 
more  than  1 ,800  posters  had  been  marketed. 

“At  first  we  considered  reprinting  the  Titanic 
page  in  the  paper,”  Ynclan  said,  “but  newsprint 
wouldn’t  keep  well.  By  handling  this  as  a  separate 
item  on  heavy  stock  we  were  getting  more  pop 
and  making  more  money.” 

Artist  Lingo  produced  two  negatives,  which  she 
turned  over  to  Robert  Anderson,  supervisor  of  the 
Herald's  in-house  print  shop. 

“We  ran  the  poster  on  our  35-year-old,  one-color 
Miehle  25  offset  press,” Anderson  said.“That  meant 
two  passes  through  the  press,  one  with  black  ink 
and  the  other  a  light  yellow,  giving  it  a  sepia  finish. 
1  thought  the  idea  was  great.” 

Reyes  says  this  project  has  opened  a  floodgate 
of  possibilities  —  which  delights  her  boss,  infor¬ 
mation  services  editor  Bill  Whiting,  a  24-year  vet¬ 
eran  with  Knight  Bidder’s  flagship  paper. 

“FactLine  connects  with  our  readers,”  Whiting 
says.  “It’s  the  Herald’s  public  research  service, 
begun  in  1991  as  a  way  to  respond  to  reader 
requests  for  copies  of  Herald  stories. 

“It  has  grown  to  a  staff  of  four  with  revenues 
exceeding  $200,000  a  year.  We  do  photo  reprints 
for  $42.60  to  $53. 25  using  digital  archives  of  the 
Herald  and  El  Nuevo  Herald.  We  offer  reprint 
packages  and  reports  of  property  assessments 
from  public  records. 

“Last  fall,  FactLine  earnings  were  spiked  by 
interest  in  the  World  Series  champion  Florida 
Marlins  ....  World  Series  front  pages  and  photos 
were  turned  into  thousands  of  orders  for  T-shirts, 
posters  and  reprints.” 


IN  THE  MIDST  of  the  frenzy  over  the  Oscars 
and  Titanic's  eventual  sweep,  12-year-old 
Gillian  Durruthy  asked  her  mother’s  friend 
for  a  favor:  Could  she  get  Gillian  a  copy  of  the 
Miami  Herald  front  page  reporting  the  Titanic’s 
sinking? 

To  the  sixth-grader  at  Epiphany  Catholic  School 
in  Miami,  this  seemed  a  reasonable  request,  since 
Nery  Ynclan  worked  for  the  paper. 

“Gillian  told  me  she’d  seen  a  television  special 
about  the  Titanic,  and  that  several  newspaper  front 
pages  had  flashed  on  the  screen,”  Ynclan  said.“One 
was  the  Miami  Herald? 

Ynclan,  who  is  media  and  outreach  editor  in 
information  services,  dug  up  a  1 2-by-6-inch  coffee- 
table  book  entitled  Herald  Front  Pages  and  quick¬ 
ly  found  the  April  16, 1912,  page  with  the  scream¬ 
ing  banner  head:  “STEAMER  TITANIC  GOES  TO 
BOTTOM  WITH  OVER  FIFTEEN  HUNDRED 
SOULS.” 

“1  started  to  read  the  stories.  There  were  half  a 
dozen.  All  of  them  fascinating.  1  told  myself, ‘This  is 
really  neat.’  It  became  clear  that  if  Gillian  was  this 
interested  in  the  Titanic,  there  must  be  hundreds 
of  others  like  her. 


THF.  MIAMT  HKRAT.D. 


Steamer  Titanic  Goes  to  Bottom 
With  Over  Fifteen  Hundred  Souls 
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N.Y.  Times  Floats 

Also  seeing  opportunity  in 

the  public’s  thirst  for  things 
Titanic,  the  New  York  Times  assem- 


TITANIC 

The  New  York  Times  Original  News  Coverage 


A  32 -Page  Keepsake 
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Keepsake’  Edition 

bled  a  32-page  “keepsake”  edition  of 
its  original  coverage  of  the  tragic 
sinking  of  the  liner  on  its  maiden 
voyage  in  1912. 

“For  the  first  time  ever, The  New 
York  Times  has  published  highlights 
of  its  initial  week  of  coverage,  which 
many  consider  one  of  the  greatest 
accomplishments  in  journalism,”  the 
Times  says  in  a  house  ad. 

It  includes  exclusive  firsthand 
accounts  from  wireless  operators  on 
the  Titanic  and  the  rescue  ship 
Carpathia. 

The  never-before-published-as-a- 
package  edition,  printed  on  authen¬ 
tic  “newspaper  stock,”  is  priced  at 
$19.12  —  get  it?  —  plus  $5  for  ship¬ 
ping  and  handling,  for  a  total  of 
$24.12. 

To  read  all  about  it,  and  see  how 
journalism  has  changed  in  86  years, 
call  1-800-659-6598  —  and  have  your 
credit  card  readv. 


AdSend  Site 

The  associated  press  is  launch¬ 
ing  an  AdSend  Web  site  designed  to 
give  newspapers  control  of  the  order  in 
which  they  receive  ads  over  the  elec¬ 
tronic  delivery  system,  AP  director  of 
operations/business  development  Jim 
Gerberich  said. 

“This  will  provide  faster  access  to 
AdSend  for  newspapers  with  broader 
bandwidth  access  such  as  ISDN.”  It  also 
offers  an  added  gateway  and  expanded 
redundancy,  Gerberich  said  at  Nexpo  in 
Orlando,  Fla. 

The  site  (www.apadsend.com) 
debuts  in  July  with  an  initial  aim  to 
serve  newspapers  now  using  AdSend’s 
bulletin  board  service  to  get  ads  elec¬ 
tronically.  In  contrast  to  the  BBS  system 
—  in  which  AP  determines  which  ads 
go  to  a  newspaper  and  in  what  order  — 
the  AdSend  site  will  let  newspapers  pre¬ 
view  ads  on  file  and  download  them  in 
whatever  order  suits  them.  In 
September,  an  upgrade  is  scheduled 
permitting  access  ads  with  display  tick¬ 
ets.  —  Mark  Fitzgerald 
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Wfwther  You  're: 

•Ahead  or  Behind 

^‘The  Power  Curve” 

‘  •  Struggling  or  Sprinting  Up 

‘‘The  Learning  Curve” 

Moving  Your  Company  To  or  Arriving  At 

“The  Next  Level” 


The  Editor  Publisher  Company’s 

NEW  SERIES 

RESEARCH  REPORTS 
FOR  MEDIA  EXECUTIVES  ... 


...  will  provide  you  with  insight,  knowledge  and  practical, 
plain-language  guidance  to  help  you  make  new  media 
profitable  (or  more  profitable). 

Authored  by  new  media  expert  and  lecturer,  Peter 
Zollman,  the  first  two  reports  in  the  series  focus  on  bring¬ 
ing  form  and  substance  to  the  current  “buzz”  on  the  most 
important  new  media  topics  facing  decision  makers  — 
e-commerce  and  online  directories. 


•  E-Commerce:  A  Media  Money  Maker 

•  Online  Directories:  Pathways  to  Profit? 

Charter  subscribers  buying  both  and 
ordering  now  are  guaranteed  lowest 
prices  on  future  E&P  reports. 


Send  me _ 

Send  me _ 

Name 

E&P  RESEARCH  REPORT 

_ copies  of  “E-Commerce:  A  Media  Money  Maker”  at  $295  each 

_ copies  of  “Online  Directories:  Pathways  to  Profit?”  at  $295  each 
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Company 

Address 
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J-School  Wasn’t  Such 
A  Bad  Idea  After  All 

Oregon  State  University  partially  resurrects  the  j-school  it  closed  in  1991 


Oregon  state  university  has  partially 

restored  its  journalism  program,  which  it 
discontinued  in  1991,  in  part  because 
media  coverage  of  the  university 
dropped  off  without  it,  a  faculty  member  said. 

But  journalism  is  no  longer  a  major  or  housed  in 
its  own  department.  Under  a  new  format  called 
media  communications,  students  can  minor  in  one 
of  three  options:  multimedia  communication, 
interactive  and  mixed  media;  telemedia  communi¬ 
cation,  broadcasting  and  film;  and  print  media 
communication,  or  “the  future  of  newspapiers, 
magazines  and  other  periodicals.”  The  minor  will 
consist  of  40  units. 

The  program  has  been  absorbed  into  the 
speech  communications  department,  which 
offered  it  in  the  third  quarter  of  1997-1998  acade¬ 
mic  year  on  a  limited  basis,  according  to  Richard 
Weinman,  a  professor  who  said  the  program  will 
be  fully  operative  in  the  fall. 

Weinman  is  coordinating  the  program,  which 
drew  an  initial  75  students  but  is  expected  to 
grow. 

A  MOVEMENT  TO  RESTORE 

The  university  in  Corvallis  has  about  14,000  stu- 
dents.Weinman  said  a  movement  had  been  grow¬ 
ing  to  restore  the  communications  program  but 
gained  momentum  after  print  and  broadcast  exec¬ 
utives  from  around  the  state  were  invited  to  the 
campus  last  year  to  offer  ideas.  Oregon  newspa¬ 
pers,  particularly,  opposed  scuttling  the  program 
eight  years  ago. 

The  university  found  that  without  a  journalism 
major,  it  was  getting  less  media  attention,  Weinman 
said,  adding,  “If  a  reporter  had  majored  in  journal¬ 
ism  at  OSU  and  needed  information,  say,  on  a  sci¬ 
entific  subject,  he  could  call  one  of  his  old  profes¬ 
sors  for  the  information.” 

Ann  Robinson,  assistant  director  of  OSU  student 
media,  who  will  teach  a 
reporting  course,  said 
renewed  media  training 
stems  from  the  fact  that 
departments  such  as 
forestry  and  agricultural 
science  have  communica¬ 
tion  elements  that  their 
faculties  can’t  provide. 

Robinson  recalled  that 
professionals  consulted 
last  year  wanted  college 
graduates  “who  had  tradi¬ 
tional  skills  but  who 


knew  computer  technology  and  could  put  data 
into  the  Web.” 

'A  GOOD  FIRST  STEP’ 

Gary  Sawyer,  publisher  of  the  Corvallis  Gazette- 
Times  and  one  of  the  30  consultants,  called  the 
minor  a  “good  first  step  to  reviving  journalism  at 
OSU.” 

Peter  Bhatia,  managing  editor  of  the  Portland 
Oregonian,  the  state’s  biggest  daily,  noted  that  the 
University  of  Oregon  at  Eugene  has  a  prominent 
j-school  but  said  the  state  “needs  at  least  two  jour¬ 
nalism  programs.” 

“The  industry  must  have  a  supply  of  well- 
trained  graduates,  who  can  do  the  job.”  The 
University  of  Portland  and  Southern  Oregon  State 
College  in  Ashland  also  have  journalism  programs. 

OSU’s  return  to  media  instruction  will  surely  be 
welcomed  by  j-school  educators  who  feel  attacked 
by  administrators  bent  on  cutting  back  or  elimi¬ 
nating  journalism  courses  —  either  to  cut  costs, 
because  they’re  not  academically  “pure,”  or 
because  education  officials  simply  don’t  like  the 
media  and,  by  extension,  journalism  education. 
Journalism  programs  at  the  University  of  Michigan 
and  University  of  Washington,  as  examples,  already 
have  eliminated  or  severely  reduced  faculty,  cur¬ 
riculum  and  equipment. 

JOURNALISM  ‘AS  A  CRAFT'? 

“Generally,  university  administrators  don’t 
regard  journalism  as  an  academic  discipline  but  as 
a  craft  that  doesn’t  fit  into  a  liberal  arts  curricu¬ 
lum,”  said  David  Demers,  an  assistant  professor  of 
journalism  at  the  Edward  R.  Murrow  School  of 
Communication  at  Washington  State  University, 
Pullman.  “Journalism  doesn’t  have  the  respect  or 
prestige  of  other  schools  or  departments.  It’s  not 
considered  central  to  the  mission  of  the  university.” 

As  a  result,  some  state  journalism  schools  are  so 
poorly  supported  they 
are  forced  to  seek  private 
funding  to  keep  pro¬ 
grams  afloat,  he  said. 

J-schools  also  take 
their  lumps  from  the 
media  industry,  especial¬ 
ly  newspaper  editors, 
who  fault  them  for  not 
placing  enough  empha¬ 
sis  on  basic  skills  and 
English  proficiency,  or 
for  not  turning  out  well- 
rounded  graduates.  ■ 


“Generally,  university 
administrators  don't  regard 
journalism  as  an  academic 
discipline  but  as  a  craft 
that  doesn’t  fit  into  a 
liberal  arts  curriculum!’ 

—  David  Demers,  assistant  professor  of  journalism, 
Edward  R.  Murrow  School  of  Communication, 
Washington  State  University,  Pullman 
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Post-press  Progress 
In  Memphis 


Twice  the  number  of  inserts 
in  half  the  time,  with  more 
accountability  and  finer  zoning 
possible.  It’s  already  happened 
in  Memphis,  thanks  to  control 
and  management  software  linked  to 
advertising  and  circulation  systems. 

On  the  last  morning  of  Nexpo  ’98 
in  Orlando  this  past  week,  Commercial  Appeal  oper¬ 
ations  director  Jimmy  V.  Hamilton  outlined  how  new 
inserters  and  software  changed  the  packaging 
process  at  the  205,000-circulation  paper. 

In  over  25  years  in  various  management  positions 
at  the  paper,  said  Hamilton,  “one  of  the  things  I 
heard  regularly  was  that  advertising  didn’t  have 
enough  flexibility  in  selling  and  distributing  inserts.” 
Among  the  complaints:  advertisers  could  not  get 
exactly  the  distribution  patterns  they  wanted;  the 
number  of  inserts  that  could  be  sold  was  limited; 
and  no  acceptable  means  existed  to  compete  with 
direct  mail. 

The  solution  began  five  years  ago  when  the  paper 
bought  a  half  dozen  SLS-1000  inserters  from 
Bethlehem,  Pa.-based  GMA  —  three  have  22  heads 
and  another  three  have  30  heads  with  ink-jet  label¬ 
ers.  It  equipped  the  inserting  systems  with  software 
from  Burt  Technologies,  Evergreen,  Colo. 

Hamilton  relayed  vice  president  and  general  man¬ 
ager  Richard  Remmert’s  remarks  that  before  the 
new  equipment  went  into  the  mailroom,  the  ad 
department  (which  he  then  managed)  noted  not 
only  advertisers’  greater  use  of  preprints,  but  also 
their  “heightened  interest  in  more  specific  targeting 
of  those  inserts.”  A  major  goal  was  to  ensure  that  no 
competitor  gained  a  targeting  advantage  over  the 
paper. 

USING  THE  SOFTWARE 

That  targeting  ability  now  reaches  to  specific 
addresses.Though  not  now  utilized  to  that  degree 
for  carrier-delivered  newspapers,  the  portion  of  a 
nonsubscriber  product  that  is  distributed  by  mail  is 
sent  to  specific  addresses  using  the  newspaper’s 
database  and  mailroom  software. 

“We  believe  our  mailroom  operation  is  one  of  our 
strengths  as  we  look  to  the  future  competitive  envi¬ 
ronment  for  advertising  market  share,”  said  Hamilton. 

The  software  consists  of  three  major  sections:  ad 
order  entry,  packaging  and  management  reporting. 

With  full-run  inserts  all  but  gone,  he  said,  “Our 
growth  has  been  and  will  continue  to  be  more  tight¬ 
ly  focused  distribution  schemes  from  our  advertis¬ 
ers.”  For  now,  the  Commercial  Appeal  handles  home 
delivery  and  single  copy  distribution  by  ZIP  code. 
The  system  can  even  split  ZIP  codes  —  something 


Hamilton  said  will  become  more  the 
rule  than  the  exception  it  is  now. 

“We  have  the  flexibility  to 
grow. . .  even  to  the  level  of  address- 
specific  in  the  not  too  distant 
future,”  he  said,  without  adversely 
affecting  on-time  delivery.  Advertisers 
can  place  inserts  in  any  edition,  any 
day  of  the  week,  and  can  put  them  into  the  nonsub¬ 
scriber  publication,  delivered  on  Tuesdays. 

Ad  staffers  enter  orders  using  updated  circulation 
draw  from  the  mainframe  circulation  customer  ser¬ 
vice  system.  Closer  to  the  publication  date,  the  pub¬ 
lication  is  synchronized  with  the  updated  draw  from 
the  circulation  system. 

Emphasizing  the  importance  of  accurate  circula¬ 
tion  data,  Hamilton  said  that  when  the  data  was  first 
downloaded  to  the  Burt  system,  many  papers  on  fic¬ 
titious  routes  and  papers  not  on  the  correct  delivery 
truck  were  among  the  problems  found. 

Mailers  were  aware  of  what  was  wrong  on  the 
manifests,  and  papers  “always  got  to  the  right  drops,” 
said  Hamilton.  But  with  a  computer  telling  inserters 
to  produce  a  certain  number  of  papers  and  directing 
them  “to  a  specific  drop  on  a  specific  truck,”  the 
data  must  be  right. “We  spent  a  lot  of  time  cleaning 
up  our  database,”  he  added. 

Alternate  zoning  allows  geographic  or  demo¬ 
graphic  carrier-route  clustering  and  easy  targeting  of 
routes  with  a  common  element  other  than  ZIP  code. 
It  can  also  exclude  areas  of  distribution  and  can  set 
up  advertiser  profiles  for  those  who  always  use  the 
same  patterns,  which  can  be  easily  changed  when 
needed,  according  to  Hamilton. 

A  fill  priority  feature  handles  both  shortages  and 
overages  if  not  enough  or  too  many  inserts  are 
received.  The  order-entry  person  is  notified  at  that 
time  if  the  amount  ordered  fails  to  match  the  draw 
for  the  routes. The  staffer  can  then  specify  areas  of 
distribution  to  short,  down  to  the  carrier  route,  in 
the  event  of  insufficient  preprint  copies.  In  the 
event  of  an  excess  of  preprints,  they  may  specify 
additional  areas  of  distribution  to  target. 

With  a  common  database,  advertising  and  packag¬ 
ing  can,  at  any  time,  review  order-entry  to  check 
quantities  ordered  or  received,  insertion  dates, 
assigned  salesperson,  shortages,  overages  and  the 
history  of  any  advertiser’s  orders. 

The  paper  can  honor  placement  requirements;  if  a 
local  upscale  retailer  wants  to  be  in  a  package  other 
than  the  comics  on  Sunday,  the  system  can  alert  the 
user.  Similarly,  it  can  give  placement  priority  to  an 
advertiser  such  as  a  local  grocer  if  the  store  asks  not 
to  be  assigned  next  to  a  another  grocer  or  supermar¬ 
ket  in  the  same  package. 


Software 
provUles  control 
of  et'er-more- 
complex  zoning 
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Up  to 

100  Plates  Per  Oour 

New  Computer-to-Plate  Imager 
Oesigned  and  Manufactured  by  aii 


The  APS  3850  CTP  connects  to  a  conveyor  for  routing  plates  into 
an  on-line  processor.  Plates  may  be  plain,  pre-punched  or  notched. 

High-Speed  Throughput! 

Flat-path  optics  and  transport  with  built-in  interleaf  removal 

Plate  Variety! 

Multiple  sizes  up  to  18.6"  x  26"  Red  or  Green  Laser  Models, 
200  plate  (trolley-fed)  capacity. 

Variable  Resolution! 

From  1 000  dpi  to  2540  dpi  in  one  dot  increments 

Small  Footprint! 

63”H  X  79"W  X  32.5"D 

Easy  Integratioo! 

Uses  aii  RIPs  and  Mux/Hub  architecture 

Reliable  Performance! 

The  APS  3850  CTP  is  manufactured  by  aii  -  world  leaders  in  high 
performance  imaging  devices. 


Autologic 

Information 

International 
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1050  Rancho  Conejo  Blvd.,Thousand  Oaks,  California  91320 
Tel:  (805)  498-96 1 1  Fax:  (805)  499- 1 1 67  Web:  vnvw.autoiii.com 
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PACKAGING 

The  packaging  department  can  project  alloca¬ 
tion  of  production  resources,  staffing  and  machine 
requirements  because  it  can  see  the  scheduled 
volume  of  preprints  as  they  are  entered. 

Subscription  starts  and  stops  are  taken  until  1 1 
a.m.,  with  effect  on  the  next  day’s  draw.  So  after 
cut-off,  circulation  draw  is  immediately  provided, 
by  carrier  route,  to  packaging  and  applied  to  the 
publication  prior  to  production  of  the  insert 
package. This  applies  the  most  current  informa¬ 
tion  available  to  production  of  the  correct  num¬ 
ber  of  inserted  packages  for  each  carrier. 

Nonsubscriber  address  information  also  is 
downloaded,  accompanying  other  circulation  data 
through  the  entire  packaging  process  for  eventual 
ink-jet  application  of  nonsubscriber  addresses 
directly  on  the  TMC  product  jackets. 

Insert  package  assignment  is  generally  based  on 
the  type  of  product  a  carrier  route  must  receive 
—  complete,  two-part,  three-part,  etc.  Shifts  and 
inserting  machines  are  allocated  to  produce  a 
package  based  on  machine  availability  and  produc¬ 
tion  volume.  Hoppers  are  assigned  according  to 
rules  that  minimize  manual  assignment,  or  the  fore¬ 
man  can  make  or  change  assignments  manually. 

Once  production  is  set  up,  numerous  factors 
can  quickly  be 
considered  to 
optimize  produc- 
tion.Truck  load¬ 
ing  sequence, 
package  produc¬ 
tion  sequence 
and  bundle  fac¬ 
tors  are  just  a  few. 

Thereafter,  a 
product  identifier 
number  indicat¬ 
ing  the  combina¬ 
tion  of  inserts  a 
carrier  gets  is 
uploaded  to  circu¬ 
lation’s  mainframe 


for  placement  on  the  manifest. The  package  num¬ 
ber  is  put  onto  each  bundle  using  an  ink-jet  label¬ 
er  on  the  bottom  wrap  machine,  which  is  con¬ 
trolled  by  the  inserter  machine  control  software 
—  a  step  Hamilton  called  “critical”  to  getting  the 
right  bundles  to  a  carrier  so  that  inserts  go  where 
advertisers  ordered  them.  After  product  composi¬ 
tion  and  bundle  sizes  are  verified,  the  quantity  of 
product  required  to  be  loaded  is  identified  and 
the  appropriate  loading  manifests  are  produced. 

Production  is  assigned  to  available  machines  so 
as  to  “minimize  the  impact  on  transportation.” 
Trucks  are  always  assigned  to  certain  chutes, 
which  are  serviced  by  specific  machines. 

If  sufficient  preprints  are  unavailable,  an  insert 
may  run  out  during  a  given  machine  run  if  the 
advertiser  specifies  that  area  of  distribution  for 
nm-out.This  fact  is  known  by  the  operator,  who 
can  easily  accommodate  the  advertiser’s  prefer¬ 
ence  without  compromising  efficiencies. 

Production  data  to  control  inserters  is  provid¬ 
ed  by  an  interface  to  the  machine  control  system. 
All  inserters  are  controlled  by  PCs  on  a  building¬ 
wide  local  area  network.This  closes  the  loop  in 
moving  insert  scheduling  data  from  ad  depart¬ 
ment  entry  to  an  inserter  without  ever  rekeying 
any  data  —  “a  top  priority”  when  Memphis 
bought  its  new  equipment,  said  Hamilton.  All 
head  assignments,  package  information  and  zone 
change  information  is  passed  to  the  insert 
machine  control  system.The  software  controls 
the  inserter  and  turns  heads  on  and  off  as  the 
proper  number  of  insert  packages  are  produced 
for  each  specific  package. 

The  paper  also  uses  the  system  to  help  plan 
large  papers,  such  as  holiday  editions.  It  may  cre¬ 
ate  a  comic  or  Sunday  advance  package  into 
which  it  can  pre-insert  —  packages  that  them¬ 
selves  become  inserts  that  the  system  routes  back 
to  the  correct  carrier  routes.  The  last  Mother’s 
Day  issue  had  44  inserts.  “We  had  27  packages  for 
the  comic  prestuff,  56  packages  for  the  advance 
run,  93  packages  for  the  Sunday  classified  pack¬ 
age,  and  226  packages  on  the  Sunday  main  run.” 


A  Little  Carried 
Away  With  The 
Latest  MX  Designs... 


It^s  So  Fast,  It  May 
Need  Airbags. 

For  information  cail:  (703)  971-1400 
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“THE  MIGHTY  STAPLE” 


IN-LINE  STAPLING  IS  THE  FASTEST, 
THE  MOST  ECONOMICAL  AND 
THE  CLEANEST  METHOD  OF 
BINDING  A  PRODUCT 
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STITCHERS  CUSTOM  DESIGNED  FOR  ALL  WEB  FOLDERS 

FOR  FURTHER  INFORMATION  PLEASE  CALL 
MOTTERSTITCH  CO.  /  P.O.  BOX  553  /  504  NORTH  MAIN  STREET 
LANOKA  HARBOR,  NJ  08734  /  TELEPHONE:  609-693-6262 
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Heidelberg  introduces: 
Newspaper  Production 
Management  Systems 


Production 

Control 


Production 

Database 


Production 

Status 

Tracking 


Streamline  your  production 
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At  NEXPO  98  we  will  proudly  intro¬ 
duce  Europe's  leading  Production  Manage¬ 
ment  Systems  by  Pape  &  Partner  Media.  Fully 
supported  in  the  U.S.  and  Canada  by 
Heidelberg's  dedicated  production  systems 
team.  Including  ProMan™  for  control  of 
page/CtP  production,  ProPag™  for  auto¬ 
mated  page  assembly,  PlanPag™  for  page 
planning  &  production  control.  Intranet 
tracking  utilities,  pre-ripping  of  ads,  auto¬ 


mated  pre-flight-check  and  much  more. 
Your  benefits:  fewer  customer  complaints, 
lower  production  costs,  later  deadlines, 
reduced  material  consumption,  reduced 
workload,  safe  CtP  workflow.  Interfaces  to 
all  major  front-end  systems  like  CCI™, 
Unisys  Hermes™,  Atex  Enterprise™,  Sll™, 
QPS™,  Linopress™  and  others.  Learn  ail 
about  these  products  by  calling  Rick 
Shafranek  at  (516)  434-2077. 


PUBLISHING  SYSTEMS 


linopress 

Solutions  for 
Content  Management. 

From  Concepts  to  Doorsteps. 


Linopress  Publishing  Systems 
NORTH  AMERICA 

425  Oser  Avenue,  Hauppauge,  NY  11788 
Phone:  (516)  434-2708 
Fax:  (516)  434-2720 
http://www.linopress.com 
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REPORTING 

Quantities  inserted,  by  route,  are  reported  back 
and  are  available  immediately  after  an  individual  run 
is  completed.  Advertising  and  packaging  can  see,  by 
route,  the  circulation  requirement,  quantity  of  avail¬ 
able  preprints  reserved  to  satisfy  the  routing,  and  the 
actual  quantity  inserted. 

Full  accountability  is  maintained  right  through  dis¬ 
tribution.  Precise  number  of  selects,  doubles  and 
misses  are  captured  by  the  machine-control  system 
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and  fed  back  for  statistical  purposes.  Reports  sup¬ 
porting  all  management,  packaging,  advertising  and 
inventory  document  the  entire  process.  A  report 
for  each  machine  operator  details  truck  runs,  pack¬ 
et  numbers,  inserts  scheduled  per  run,  and  quanti¬ 
ties  of  each  run.  Such  reporting  is  used  as  a  quality 
check  to  ensure  correct  inserts  for  each  truck  run. 

Bundle  wrappers  for  each  truck  run  are  printed 
with  the  run  number,  total  bundles  and  inserts  for 
the  run.  “This  is  a  great  improvement  over  the  old 
manual  system,  when  partial 
reports  were  printed  from  our 
mainframe  and  the  foreman 
had  to  manually  prepare  all 
these  reports,”  Hamilton  said. 

Reports  also  show  truck 
loading  sequence,  with  the 
packages  for  each  truck.  A  shift 
results  report  shows,  by 
machine,  each  package 
processed,  start  and  fmish 
times,  quantities  inserted,  skips, 
doubles  and  shortages.  Skid 
tags  are  made  when  pre-insert- 
ed  products  go  into  inventory. 
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To  a  newspaper  person,  one  of 
the  world’s  most  disheartening 
sights  is  the  guts  of  dis¬ 
emboweled  Sunday  editions  strewn 
across  the  floor  of  a  street  sale  location. 
Just  as  awful  is  to  see  that  prize  edition 
returning  to  pulp  inside  an  open-end  bag 
on  somebody’s  wet  lawn.  And,  sure  as 
fate,  that’s  what  you’re  seeing  if  you 
aren’t  sealing  Sunday  edition  bags.  All 
that  work  ruined  by  an  inadequate 
packaging  job. 

There’s  been  a  time  when  those  scenes 
couldn’t  be  avoided  because  piecework 
hand  sealing  was  too  expensive  and 
undependable  to  fit  into  any  kind  of 
reasonable  budget.  Pilfering,  accidental 
spillage  and  the  vagaries  of  nature  were 
in  a  class  with  acts  of  God. 

No  more.  Now  there’s  Stepper’s  BIG 
STUFF®  line,  the  only  equipment  which 
can  collate  all  the  elements  of  large 
Sunday  editions,  stuff  the  collated 


sections  into  a  plastic  bag,  seal  the  bag 
and  present  it  to  a  carrier  or  street  sale 
outlet  ready  for  the  customer.  All  this  at 
a  cost  so  reasonable  that  you’ll  find  it 
hard  to  believe. 

And  BIG  STUFF®’s  middle  name  is 
versatility.  It’s  a  seven  day  machine, 
capable  of  preparing  daily  newspapers  to 
fit  your  operation;  folded  or  flat,  tied  and/ 
or  bagged.  It  is  easy  to  operate,  sturdy, 
dependable  and  low  maintenance. 

We  have  poured  everything  we’ve 
learned  in  35  years  in  the  newspaper 
preparation  business  into  this  BIG 
STUFF®  line,  and  it’s  in  the  process  of 
making  carrier  piecework  a  thing  of  the 
past.  Give  us  a  chance,  and  we’ll  show 
you  how  to  stop  spilling  your  Sunday 
edition’s  guts,  and  boost  profits  at  the 
same  time.  No  obligation,  of  course. 


Stepper  Inc. 

P.O.Box  1126  •  Olathe,  KS 


The  good  news  in  distribution  automation 

•  66051-1126  •  (913)782-2584  •  Fax  (913)  782-2441 
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PRODUCTIVITY  IMPROVEMENTS 

Hamilton  said  that  in  1986 
his  paper  handled  2,834  inserts 
and  total  mailroom  hours  aver¬ 
aged  89.01  per  insert.  In  1997, 
it  handled  5,612  inserts  with 
an  average  of  41.65  hours  per 
insert.  The  number  of  inserts 
had  doubled,  but  “we  spent 
20,000  fewer  hours  annually  in 
the  mailroom”  and  the  hours 
per  insert  was  cut  to  half  what 
it  was  in  1987. 

Without  the  modern  equip¬ 
ment  and  controls,  he  said, 
were  the  average  89.01  hours 
per  insert  applied  to  today’s 
volume,  “we  would  have  used 
an  additional  265,784  hours  in 
the  mailroom  in  1997.” 

Though  he  suggested  that 
others  consider  a  system  like 
that  in  Memphis,  Hamilton 
warned  them  to  expect  two 
things:  the  discovery  of  many 
operational  inefficiencies  — 
“even  if  you  consider  yours  a 
good  operation  now”  —  and  “a 
lot  of  resistance”  from  person¬ 
nel  in  mailrooms  with  older 
equipment. 

“But  it  will  work,”  Hamilton 
concluded.  “People  will  get 
over  it,  and,  once  used  to  it, 
could  never  go  back  to  the  old 
way.” 
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LEGAL  BRIEFS 


Cosby  jury  info 
stays  public 

A  SANTA  MONICA,  Calif.,  judge  has 
rejected  a  defense  attorney’s  claim 
that  revealing  the  identities  of  jurors  in 
the  trial  involving  the  murder  of  actor 
Bill  Cosby’s  son  would  create  a  “cir- 


to  camera  coverage. 

In  a  petition  to  the  Illinois  Supreme 
Court,  journalism  groups  propose  per¬ 
mitting  cameras  in  circuit  courts 
experimentally  —  with  an  eye  toward 
permanent  rules  allowing  so-called 
“extended  coverage”  in  Iowa  courts. 

As  part  of  the  petition.  Court  TV,  the 
cable  network,  offers  to  cover  at  least 


three  trials,  so  the  court  can  gauge  the 
effect. 

In  1985,  after  a  one-year  experiment, 
Illinois’  high  court  p>ermanently 
allowed  radio,TV  and  still  camera  cov¬ 
erage  of  itself  and  state  appellate 
courts,  but  prohibited  camera  coverage 
of  trial  courts.  It  has  since  rejected 
periodic  efforts  to  change. 


cus”  atmosphere  resembling  the  O.J. 
Simpson  trials. 

Superior  Court  Judge  David  Perez 
ordered  juror  questionnaires  to  be 
open  to  the  public  in  the  trial  of 
Ukrainian  immigrant  Mikail  Markhasev, 
charged  with  shooting  to  death  and 
robbing  Ennis  Cosby  on  a  deserted  Los 
Angeles  highway  last  year.  However,  he 
said  he  would  consider  removing  ques¬ 
tionnaires  of  jurors  who  request  it. 

Markhasev’s  lawyer,  Henry  Hall, 
feared  a  repetition  of  the  Simpson 
murder  trial,  when  some  jurors 
became  unwilling  celebrities  and  were 
“castigated.”  Jurors  might  expect  to  be 
labeled  “brain  dead”  and  “stupid”  if  they 
don’t  convict  Markhasev,  Hall  argued, 
supported  by  the  prosecution. 

Attorney  Kelli  Sager,  who  represent¬ 
ed  the  Los  Angeles  Times  and  other 
news  organizations,  dismissed  those 
fears  as  unfounded.  Only  one  of  the 
first  75  potential  jurors  questioned 
asked  to  delete  personal  information. 

Libel  trials  reach 
record  number 

The  number  of  Ubel  trials  hit  an 
all-time  high  in  1997,  but  so  has  the 
success  rate  of  defendants,  according  to 
the  Libel  Defense  Resource  Center. 

There  were  22  trials  last  year, 
including  the  investment  firm  MMAR 
Group’s  $221  million  judgement  — 
the  largest  libel  verdict  ever  —  against 
Dow  Jones  &  Co.’s  Wall  Street 
Journal.  But  the  dollar  amount  of 
other  settlements  was  lower,  with  an 
average  jury  award  of  $588,700,  New 
York-based  LDRC  said.  Half  the  defen¬ 
dants  won  their  cases. 

Ill  groups  push 
court  cameras 

ILUNOIS  PRESS  GROUPS  are  making 
their  most  serious  push  in  more 
than  a  decade  to  open  state  trial  courts 
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Online  Classifieds 


PROTECTING  CLASSIFIEDS 
WITH  ONLM/PRINT  COMBO 

By  tying  online  ads  to  print  promotions,  several  newspapers  have 

found  a  way  to  protect  their  lucrative  classified  business 


by  David  Noack 


Newspapers  are 
getting  tough 
competitioji  in 
the  classified 
advertising 
arena  front  Web 
sites  like 
Auto-By-Tel 
and  Microsoft 
CarPoint 


Naysayers  predicted  online  classifieds  would  can¬ 
nibalize  print  ads,  but  that  hasn’t  happened  at 
several  successful  newspapers.  In  fact,  tying 
online  classifieds  to  print  promotions  may  be 
the  best  way  to  protect  this  lucrative  revenue  base, 
according  to  several  media  executives  at  the  Newspaper 
Association  of  America’s  1 3th  annual  electronic  media 
conference.  Connections  ’98,  held  last  week  at  the 
Orange  County  Convention  Center  in  Orlando,  Fla. 

Brenda  MacDonald,  advertising  director  of  the  Connecticut  Post  in  Bridgeport,  Conn.,  is  mak¬ 
ing  sure  her  newspaper  keeps  its  real  estate  classified  advantage  by  using  both  old  and  new 
media. To  ward  off  competitors  in  the  lucrative  housing  market  in  Fairfield  County,  Conn.,  the 
print  edition  launched  a  special  section  called  House  Hunter  and  then  ported  it  to  the  newspa- 
per  sWeb  site, Connecticut  Post  Online  (http;//classifiedsl.timsite.com/CTP/web/home.html). 
Launched  in  September,  the  site  has  gone  from  roughly  2,000  page  views  per  day  to  more  than 
15,000.  It  is  maintained  by  Thomson  Interactive  Media  of  Stamford,  Conn. 

The  weekly  print  Real  Estate  section,  which  appears  on  Sundays  with  16  to  24  pages,  is  strict¬ 
ly  an  advertising  sales  tool  for  real  estate  agents.  MacDonald  said  “editorial”  content  in  the  sec¬ 
tion  is  upbeat  and  positive. True  reporting  on  real  estate  can  be  found  on  the  business  pages, 
she  said.  With  the  housing  market  changing  rapidly  and  new  competition  crowding  in,  the 
newspaper  also  sat  down  with  local  real  estate  agents  to  create  a  monthly  publication.“For  each 
property  advertised,  you  get  free  photos  on  the  Internet,”  MacDonald  explained.  “The  bottom 
line  is  if  you  involve  your  advertisers,  ask  them  what  they  want,  and  make  it  affordable,  it  can 
be  profitable  for  everybody,”  MacDonald  said. 

Car  Ads  Driving  Success  For  Some 

Automobiles  are  another  huge  market  for  newspapers,  as  Tim  Caywood,  the  online  classified 
advertising  manager  for  Knight  Ridder  New  Media  in  San  Jose,  Calif.,  showed.  In  his  last  job  at 
the  Lexington  (Ky.)  Herald-Leader,  Cay^wood  worked  with  KYAutoConnect,  a  feature  of  the 
Herald-Leader  Online  (http;//www.kentuckyconnect.com/heraldleader/). 

The  system  allows  car  dealers  to  sit  back  while  the  newspaper  does  all  the  work  of  taking 
the  photographs  of  cars,  compiling  the  dealers’  inventory  and  getting  fresh  information  online. 
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“Dealers  don’t  care  about  things  like  inven¬ 
tory  management,”  Caywood  explained. 
“What  they  care  about  is  selling  cars.  So  we 
put  our  people  on  the  [car]  lots  to  move  that 
information  over  to  the  Internet.  It  was  a 
very  comfortable  waj'  for  the  dealers  to 
come  online  with  us.” 

In  addition,  Caywood  explained  the  inven¬ 
tory  of  cars  runs  once  a  week  in  the  news¬ 
paper,  with  a  photograph  of  the  newest  car 
on  the  lot.  But  in  order  for  the  inventory  to 
appear  in  print,  car  dealers  must  first  sign  up 
with  the  online  service. 

“The  print  component  of  this  allows  a 
safety  net  of  sorts  for  the  dealers,”  Caywood 
explained.  “Let’s  take  the  inventory  and 
make  it  available  in  print  and  let’s  boost  up 
our  core  product.  Our  core  product  still  pays 
the  bills.There’s  a  helluva  lot  of  competition 
out  there  —  Auto-By-Tel,  Classifieds2000  — 
so  we  decided  to  use  our  core  product  to 
stave  that  competition  off.”  Of  the  27  car 
dealers  in  the  Lexington  market,  the  news¬ 
paper  has  contracts  with  nearly  half  of  them. 

In  Baltimore,  the  Sun  recently  redesigned 
its  print  classifieds  to  resemble  online  ads. 
The  four  print  classified  sections  —  automo¬ 
biles,  employment,  rentals  and  market  place 
(miscellaneous  goods  and  services)  —  fea¬ 
ture  graphical  designs  familiar  to  Web 
surfers.  Ross  Settles,  vice  president  of  mar¬ 
keting,  told  MediaWeek“Sf/e  want  to  be  sure 
our  dominance  of  the  print  classified  market 
today  supports  our  dominance  of  the  online 
classified  market  in  the  future.” 

Listing  'Unadvertised'  Cars 

Another  way  to  get  more  automobile  clas¬ 
sified  business  online  is  to  list  “unadvertised” 


items,  said  Michael  Alston,  general  manager 
of  Pilot  Online,  the  virtual  version  of  the 
Virginian-Pilot  in  Norfolk,  Va.  “We  are 
uploading  inventory  from  13  dealers  in  our 
market  and  putting  their  entire  inventories 
on  the  Web,”  he  said. 

“We  are  not  allowing  them  to  choose  the 
cars  that  go  in.  The  idea  is  you  add  revenue 
by  advertising  cars  that  never  get  advertised. 
We  don’t  have  any  scientific  data,  but  we 
estimate  the  dealers  only  put  about  half  of 
their  cars  in  our  print  product.”  Using  that 
inventory  information,  the  Virginian-Pilot 
publishes  a  stripped-down  version  of  deal¬ 
ers’  stock  in  the  newspaper  each  Thursday 
and  can  offer  the  option  of  also  putting  that 
data  on  the  Web. 

In  another  project,  Pilot  Online  launched 
a  Business  Directory  in  conjunction  with 
Zip2  Corp.,  the  software  firm  of  Mountain 
View,  Calif.,  that  provides  the  infrastructure 
for  many  newspaper  Web  sites.  At  first,  there 
was  concern  that  the  feature  would  canni¬ 
balize  the  print  newspaper,  but  it  didn’t  turn 
out  that  way. “As  of  last  month,  almost  80%  of 
our  business  directory  customers  are  non¬ 
newspaper  advertisers,”  he  said. 

To  attract  Web  users  and  keep  them 
engaged,  Alston  said  it’s  important  to  utilize 
the  interactive  features  of  the  Internet.  For 
example,  if  a  user  of  the  AutoPilot  service  e- 
mails  a  question  about  a  car,  the  newspaper 
forwards  it  to  the  dealer  who  can  respond 
with  its  own  e-mail.  “W'e  also  introduced  an 
electronic  agent  so  that  when  you  come  to 
the  site  and  don’t  know  what  you’re  looking 
for,  you  can  [enter]  your  search  criteria  and 
we  will  e-mail  you  ads  every  day  that  meet 
your  criteria,”  Alston  said. 


In  Short 


RE-ROUTING  CAR  ADS 

In  an  effort  to  re-route 
Internet  car-buying  traffic 
to  online  newspapers,  the 
PowerAdz  Corp.  of  Troy, 

N.Y.,  has  launched  CarCast 
Auto-Marketplace  '98,  a 
turnkey  service  that  allows 
papers  to  quickly  launch 
automobile  classified  Web 
sites.  Papers  face  stiff 
online  competibon  from 
nonmedia  companies  like 
Microsoft  CarPoint  and 
Auto- By-Tel.  The  PowerAdz 
service  includes  a  variety  of 
content  and  interacdve 
features  for  car  buyers, 
while  offering  a  compelling 
resource  for  advertisers. 
CarCast  lets  potenbal  car 
buyers  place  a  free  request 
and  get  back  competitive 
prices  through  the  newspa¬ 
per's  dealer  network. 


Open 

REAL0MEDIA 
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Serious  Internet  Publishers  TRUST  Open  AdStream 

"Open  AdStream  has  proven  itself  to  be  a  highly  scalable  ad 
delivery  system,  performing  even  when  delivering  millions 
of  pages  per  day  with  multiple  ads  on  each  page” 

-  Joe  Wilson,  Manager  of  Technology  Applications,  washingtonpost.com 

To  see  why  Open  AdStream™  is  trusted  by  top  publishers,  contact  us  today  for  an 
online  demo.  E-mail  oas@realmedia.com  or  call  Scott  at  21 5-654-8376. 

www.realmedia.com 
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Online  News  Industry 


ONUNE  PAPERS  HONORED 


Kansas  City  Star,  Augusta  Chronicle  take  top  Edgies 


The  NEWSPAPER  Associ-  [j= 
ation  of  America  hand-  Imi 
ed  out  the  1998  Digital  j 

Edge  Awards  last  week  dur-  JT 

ing  Connections  ’98,  the  ^ 

association’s  13th  annual  ^ 

electronic  media  confer-  k.* 

ence.Winner  for  Best  Online  , 

Newspaper  Site  (Large  ^ 

Market)  was  the  Kansas  ** 

City  Star  (http://www.kc- 
star.com).  1 

The  best  medium  market  , 
site  (75,000  to  150,000), 
was  the  Augusta  (Ga.)  •& 

Chronicle  (http://augus- 
tachronicle.  com/).  Winning 
the  small-market  category 
was  a  group  of  Florida 
newspapers  that  joined  forces  to 
create  TCPalm  (http://www.tc- 
palm.com).  The  papers  involved 
are  the  Stuart  News,  Port  St.  Lucie 
News,  Vero  Beach  Press  Journal, 

Jupiter  Courier,  Ft.  Pierce  News  and 
Sebastian  Sun. 

The  Best  Interactive  Feature  award  went 
to  the  Sun-Sentinel  of  Ft.  Lauderdale,  Fla.,  for 
its  feature  “The  Edge.”  An  Outstanding 
Achievement  Award  went  to  the  South 
China  Morning  Post  of  Hong  Kong  for  its 
coverage  of  last  year’s  handover  from  the 
British  to  the  Chinese.  One  judge  said,  “It’s 
quite  simply  the  best  of  anything  I’ve  seen 
on  the  Web”  The  site  is  located  at 
http://www.scmp.com.The  Fort  Worth  Star- 


NEWS  WILL  BE  'RIGHT' 

Conservative  media  critic 
Brent  Bozell  is  taking  his 
version  of  the  news  to  the 
Internet.  The  Clinton  critic 
and  chairman  of  the  Media 
Research  Center  in 
Alexandria,  Va.,  said  the 
Conservative  News  Service 
will  report  what  the  net¬ 
works  miss  or  ignore. 
Surprisingly,  Bozell  said 
last  week  that  newspapers 
are  doing  a  good  job  of 
reporting  on  the  Clinton 
White  House  scandals.  It's 
the  television  networks 
that  are  failing  to  fully 
report  the  news,  he  said. 
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Telegram  also  won  an  outstanding  achieve¬ 
ment  award  for  its  online  feature  “Virtual 
Texan”  (http://www.star-telegram.com). 

The  following  Edgies,  as  the  awards  are 
known,  were  also  presented: 


NET  ADS  TO  TOP  BILLION 

Net  advertising  should 
surpass  the  $1  billion 
mark  this  year,  for  the 
first  time  ever,  according 
to  the  Internet  Advertis¬ 
ing  Bureau  in  San 
Francisco.  Online  ads 
totaled  $351.3  million  in 
the  first  quarter. 


Best  Classified  Advertising  Use  Of  New  Media 

♦  Minneapolis  Star  Tribune  (Large  Market) 

♦  Lexington,  Ky,  Herald-Leader  (Medium 
Market) 

♦  Community  Newspaper  Co.,  Needham, 
Mass.  (Small  Market) 


Best  Advertising  Campaign 

♦  The  Boston  Globe  (Large  Market) 

♦  The  Santa  Rosa,  Calif.,  Press 
Democrat  (Medium  Market) 

♦  The  Charlotte  Harbor,  Fla., 
Charlotte  Sun  Herald  (Small  Market) 


Quality  Products  for 
Newspapers  from  a  Pioneer 
in  Newspaper  Software 

Stauffer  Gold  Library 
Stauffer  Gold  Audiotexl 
Quadrant  On-line  Classifieds 
AdQue  Ad  Management  Module 
Stauffer  Gold  Business  Systems 

Voyager^^^  Database  Archives  _ 


Public  Service  Award 

♦  San  Jose  (Calif.)  Mercury  News 
(Large  Market) 

♦  The  Charlotte  Sun  Herald  (Small 
Market) 


Best  Marketing  Of  An  Internet  Product 

♦  Star  Tribune  (Large  Market) 

♦  The  Doylestown,  Pa.,  Intelligencer/ 
the  Record  (Small  Market) 
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by  Charles  Bowen 


OuO©lEH]/f|^b®can) 

Weekly 


Reporter's  Digital  How-To 

LOCATING  UmERS 

Find  legal  experts  at  http://www.abanetorg/martindale.html 


Most  reporters  have  a  couple  of 
lawyers  in  their  Rolodex  who  are 
good  for  a  colorful  quote  on  a  local 
issue,  but  some  stories  require  specialized 
legal  sources.  Let’s  say  you’re  researching  a 
story  on  medical  malpractice  and  you  need 
to  find  experts  who  can  talk  about  applica¬ 
ble  law  and  recent  cases. 

Or  you  want  to  localize  a  news  service 
story  by  interviewing  an  attorney  who 
addressed  a  recent  seminar  on  workers’  com¬ 
pensation,  but  you  find  that  the  wire  dis¬ 
patch  doesn’t  even  tell  you  what  state  the 
speaker  is  from,  much  less  what  city.  Or  your 
investigative  reporters  have  uncovered  pos¬ 
sible  irregularities  in  the  city  zoning  board’s 
dealings  with  several  large  companies,  and 
you  now  need  to  reach  corporate  counsel 
for  each  of  the  firms  involved. 

For  these  and  hundreds  of  similar  scenar¬ 
ios,  you  need  a  lawyers’  directory  that  can  be 
searched  in  several  different  ways.  And  that’s 
just  what  the  American  Bar  Association, 
based  in  Chicago,  and  legal  publisher 
Martindale-Hubbell  of  New  Providence,  N.J., 
have  brought  to  the  Web. 

The  ABA  Networic  Lawyer  Locator  has  a 
database  of  more  than  900,000  lawyers  that 
can  be  searched  by  name,  location,  law  firm, 
specialties,  and/or  government  and  corpo¬ 
rate  affiliations.  The  site  lets  you  locate  a 
lawyer  by: 

♦  Name.  You  must  enter  at  least  a  last 
name. You  can  narrow  your  search  further  by 
filling  in  some  or  all  of  the  additional  fields, 
including  those  for  first  name,  law  firm,  city, 
county  and  state. 

♦  Firm.  This  form  requires  a  law  firm 
name  .You  can  narrow  the  search  by  also  sup¬ 
plying  the  city,  county,  state,  country  and/or 
major  practice  area. 

♦  Location/Practice.  The  form  offers  a 
drop-down  list  from  which  you  can  select  a 
major  practice  area,  such  as  administrative 
law,  antitrust  and  trade,  political  law,  employ¬ 
ee  benefits,  privacy,  patents  and  so  on.  If  you 
don’t  find  the  area  of  practice  you’re  looking 
for  on  the  drop-down  list,  write  in  what 
you’re  seeking  under  “Specify  Other  Area  of 
Practice.” 

♦  Corporate  law  department.  Enter  the 
name  of  the  company  you  are  researching. 
You  can  also  fill  in  some  or  all  of  the  other 
fields,  including  city,  county  and/or  state. 


♦  U.S.  government  affiliation.  Here  you 
must  supply  either  the  name  of  the  govern¬ 
ment  agency  where  the  lawyer  works  or  the 
name  of  the  lawyer  you’re  seeking.  You  may, 
of  course,  supply  both  pieces  of  information. 

Note  that  most  fields  in  the  forms  are 
optional.  A  good  search  strategy  is  to  start  by 
filling  in  only  the  required  fields,  then  if  you 
need  to  narrow  the  search,  you  can  add  addi¬ 
tional  terms  in  the  optional  fields.  Search 
terms  are  not  case  sensitive,  so  you  can  enter 
your  terms  in  uppercase,  lowercase  or  a  mix 
of  the  two. 

The  database  recognizes  two  wild  cards: 
use  the  asterisk  (*)  to  replace  one  letter,  as  in 
“A*kins”  to  retrieve  Adkins  and  Atkins;  use  the 
exclamation  point  (!)  to  replace  more  than 
one  letter  at  the  end  of  a  search  term,  such  as 
“Comput!”  to  find  computers,  computing, 
computerized,  etc. 

Also,  you  can  use  the  “or”  connector  to 
broaden  a  search  (as  in  “Bob  or  Robert”)  or 
the  “and”  connector  to  narrow  the  search  (as 
in  “French  and  German”). 

When  you  have  some  or  all  of  the  fields 
filled  in,  click  on  the  “Search”  button  and  the 
database  displays  a  list  of  lawyers  who  match 
your  search  criteria.  Browse  those  listings, 
clicking  on  names  to  see  the  complete  entry, 
which  usually  includes  addresses,  phone 
numbers  and  perhaps  additional  information 
on  experience,  practice  specialties  and  the 
like.  You  also  can  modify  your  search  and 
resubmit  it. 

Here  are  some  other  considerations  for 
using  the  Lawyer  Locator  in  your  reporting: 

1.  Those  familiar  with  the  printed  editions 
of  the  Martindale-Hubbell  Law  Directory  are 
accustomed  to  seeing  performance  ratings 
along  with  the  lawyers’  biographical  materi¬ 
al.  However,  the  ratings  are  not  provided  in 
this  free  online  version  of  the  directory. 

2.  The  database  contains  no  information 
about  lawyers  in  the  state  of  Iowa.  That  is 
because  the  state  interprets  Web  listings  as 
advertisements  to  the  public,  which  is  for¬ 
bidden  for  lawyers  under  state  code.  At  this 
writing,  Martindale-Hubbell  is  consulting 
with  the  state  bar  in  hopes  of  resolving  dif¬ 
ferences. 

3.  The  data  in  the  online  directory  is  updat¬ 
ed  monthly  and  the  site  provides  options  for 
attorneys  to  submit  corrections  and  updates 
for  their  own  listings. 


In  Short 

L.A.  HMES  TRIES  KIOSKS 

The  Los  Angeles  Times 
Online  (www.latimes.com) 
will  place  special  terminals 
with  free  access  to  their 
Web  site  throughout  the 
L.A.  area.  Software  from 
Seattle's  Saltmine  Creative 
will  limit  users  to  the 
paper's  Web  site  and 
approved  partner  sites. 


ZIP2  BEEFS  UP  OFFERINGS 

Zip2  Corp.  of  Mountain 
View,  Calif.,  has  added  sev¬ 
eral  new  features  to  its 
online  newspaper  package. 
A  deal  was  signed  with 
Tribune  Media  Services  of 
Chicago  to  offer  WebPoint 
editorial  and  classified 
content  and  TVQuest  list¬ 
ings  on  Zip2  sites. 
Separately,  Zip2  has 
licensed  WhoWhere?  Inc.'s 
free  e-mail  and  directories 
for  its  online  newspaper 
sites.  WhoWhere?  is  also 
based  in  Mountain  View. 


DISNEY  GOES  PORTAL 

The  Walt  Disney  Co.  of 
Burbank,  Calif.,  will  acquire 
a  43%  stake  in  Infoseek 
Corp.  of  Sunnyvale,  Calif., 
for  $70  million.  Like  Yahoo! 
and  other  services, 

Infoseek  helps  Net  surfers 
find  information  on  the 
Web.  By  partnering  with 
Infoseek,  Disney  hopes  to 
build  a  portal,  which  is  a 
starting  point  for  users  of 
the  Internet  that  typically 
combines  a  search  engine, 
news  and  other  personal¬ 
ized  information. 
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SYNDICATES 


BY  DAVID  ASTOR 


Columnists  Criticize  Ousted 
Boston  Globe  Writer 


But  the  NSNC  decides  at  its  annual  convention  not  to  give  a  Sitting  Duck  Award 
to  Patricia  Smith,  who  has  admitted  fabricating  some  other  work 


OSTON  GLOBE  COLUMNIST  Patricia 
Smith  has  been  called  many  things  dur- 
m  ®  ing  the  past  week.  “Sitting  Duck”  was 
™  ^  almost  one  of  them. 

Smith,  of  course,  is  the  writer  forced  to  resign 
June  18  for  fabricating  people  and  quotations  in 
four  of  her  Globe  pieces.  She  was  criticized  for  this 
throughout  the  National  Society  of  Newspaper 
Columnists  convention,  but  the  discussion  took  an 
interesting  turn  during  the  members’  meeting  that 
ended  the  four-day  San  Diego  gathering  on  June 


Rcgimi  Brett 


For  fflOfe  oa  tiM  , 
Patricia  Smith  sciHHfal 
see  oiir  coverage 
beginning  on  page  10. 
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Sex,  Suit  And 
Polls  Discussed 

RIANNA  HUFFINGTON  BEUEVES 
the  sex  lives  of  politicians  should 
not  be  a  “litmus  test”  determining  their 
fitness  for  office. 

“I  want  sex  off  the  table,”  quipped 
Huffmgton,  speaking  at  the  National 
Society  of  Newspaper  Columnists  con¬ 
vention  in  San  Diego. 

The  Los  Angeles  Times  Syndicate 
columnist  noted  that  keeping  one’s 
libido  in  check  doesn’t  necessarily 
make  for  a  good  politician. 

“A1  Gore  and  Dan  Quayle  give  sexual 
purity  a  bad  name,”  Huffington 
remarked. 

But  she  added  that  it’s  a  different 
story  when  sexual  indiscretions  lead  to 
perjury  or  obstruction  of  justice,  or 
affect  government  decisions. 

Huffington  herself  wrote  a  column  in 
January  quoting  a  source  who  said  the 
late  Larry  Lawrence  was  appointed 
ambassador  to  Switzerland  partly 
because  he  “turned  a  blind  eye  toward 
[President]  Clinton’s  affair  with  his  own 
wife.” 

Shelia  Lawrence  denied  the  charge 
and  slapped  Huffington  with  a  $25  mil¬ 
lion  lawsuit. 

When  an  audience  member  asked 
about  the  suit,  Huffington  described  the 
background  behind  it  but  didn’t  offer 
any  information  that  hadn’t  been  previ¬ 
ously  reported. 

Huffington  also  decried  political 
polls.  She  said  they’re  unrepresentative 
because  almost  two-thirds  of  those 
approached  by  pollsters  don’t  bother 
responding,  and  added  that  many  politi¬ 
cians  make  decisions  based  on  polls 
rather  than  on  what’s  right. 

The  speaker  further  noted  that  many 
Democratic  and  Republican  officehold¬ 
ers  are  not  only  swayed  by  polls  but  are 
also  “lap  dogs  of  corporations.” 

In  response  to  an  audience  question, 
Huffington  agreed  that  newspapers  and 
other  media  are  partly  to  blame  for  ram¬ 
pant  use  of  polling  because  they  cover 
the  results  so  much  and  conduct  their 
own  surveys. 

She  also  discussed  how  her  column 
has  become  more  satirical  because  pol¬ 
itics  these  days  is  so  “satirizable”  and 
because  this  makes  her  feature  more 
appealing  to  readers. 

Huffington  added, “Satire  is  a  weapon 
fueled  by  belief,  not  just  the  desire  to 
make  people  laugh.”  —  David  Astor 

June  27, 1998 


Reeves  Receives 
Lifetime  Award 

Richard  reeves  is  happy  to  be  a 
journalist,  but  unhappy  about 
some  journalistic  trends. 

In  a  speech  prior  to  receiving  the 
National  Society  of  Newspaper 
Columnists’  Lifetime  Achievement 
Award  in  San  Diego,  Reeves  lamented 
that  some  media  coverage  no  longer 
“separates  the  wheat  from  the  chaff.” 

He  also  decried  the  “Oliver  Stoning” 
practiced  by  media  and  entertainment 
outlets  that  mix  fact,  exaggeration  and 
fiction. 

The  Universal 
Press  Syndicate 
columnist  added 
newspapers  are 
hurt  by  the 
increased  blurring 
of  news  and 
entertainment. 

“Newspapers 
are  a  news  medi¬ 
um,”  Reeves  said. 

“We’re  always  clunky  when  we  try  to 
entertain.” 

And  Reeves  is  disturbed  that  average 
pay  for  journalists  “is  less  than  that  of 
toll  takers  on  the  New  Jersey  Turnpike.” 

Reeves  started  his  journalism  career 
in  New  Jersey,  and  went  on  to  woik  for 
the  New  York  Times  and  other  publica¬ 
tions.  He’s  also  written  10  books,  pro¬ 
duced  films  and  taught.  His  op-ed  col¬ 
umn  appears  in  over  160  papers. 

The  award  —  presented  this  year  by 
NSNC  president/Portland  Oregonian 
columnist  Jonathan  Nicholas  —  has 
gone  to  such  people  as  David  Broder, 
Herb  Caen,  Molly  Ivins  and  William 
Raspberry.  —  David  Astor 


‘Feeding  Frenzy’ 
Focus  Criticized 

Many  columnists  focus  too 

much  on  “feeding  frenzy”  topics 
like  the  recent  trial  of  accused  child 
killer  Louise  Woodward,  says  1997 
Pulitzer  Prize  winner  Eileen  McNamara. 

“How  many  trials  of  the  century  can 
you  have?”  asked  the  Boston  Globe 
colunmist.  “They  create  a  lot  of  heat  but 
don’t  shed  much  light.  Too  often  we 
write  about  what  doesn’t  matter.” 

What  matters  to  McNamara  is  writing 
as  often  as  she  can  about  how  public 
policy  affects  individuals. 

“If  you  want  to  write  about  welfare, 
do  it  in  a  single  room  occupancy,  not  a 
government  building,”  she  told  National 
Society  of  Newspaper  Columnists  con¬ 
ventioneers  in  San  Diego. 

McNamara  also  mentioned  two  traits 
that  make  a  good  columnist:  “Enough 
confidence  to  say  what  you  think  and 
enough  humility  to  realize  what  you 
think  isn’t  the  truth,  just  one  truth.” 

Speaking  of  humility,  McNamara  did 
not  ask  for  her  own  office  after  receiv¬ 
ing  the  commentary  Pulitzer  last  year. 

“I  emphasize  reporting  in  my  col¬ 
umn,”  said  the  former  reporter.  “It’s 
essential  to  be  in  the  newsroom.” 

Another  speaker,  Jonathan  Freedman, 
discussed  the  reporting  he  did  on  the 
U.S.-Mexico  border  that  helped  him 
win  the  1987  editorial  writing  Pulitzer. 

Freedman  also  talked  about  his  life 
since  his  support  of  a  strike  at  the  San 
Diego  Tribune  led  him  to  resign  from 
the  paper  several  years  ago.  One  thing 
Freedman  is  now  doing  is  teaching 
writing  to  kids  —  many  of  them  recent 
immigrants  —  at  various  inner-city 
schools  in  San  Diego.  —  David  Astor 


XIMEI.'r  TRAVEL  TIPS 


.because  iVs  a  jungle  out  there. 


Marco  Polo  may  have  encountered  bigger 
problems,  but  traveling  today  is  more 
complicated  than  it  was  then, 
lust  ask  George  Hobica.  George  fields  hundreds 
of  questions  from  travelers  and  answers  them  in  his 
weekly  column,  “Ask  George.” 

Both  sophisticated  travelers  and  neophytes  find 
George’s  weekly  column  of  keen  interest. 

He’s  on  the  road  or  in  the  air  at  least  100  days 
of  the  year,  and  he  spends  the  rest  of  his  time  find¬ 
ing  answers  to  readers’  questions.  “Ask  George”  can 
be  one  of  your  travel  sections 

best-read  features.  Call  today  COPLEY 

at  800-238-6196.  news  sorviGa 
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Richard  Reeves 


Watchdog 

Continued  from  page  8 

armed  with  a  “fine-tooth  comb.” 

“It  was  a  mistake,”  Kramer  said  of  the 
NBC  scheme.  “And  it  reared  up  and 
slapped  us  in  the  face,  and  I  think  to 
Steve’s  credit  he  immediately  recog¬ 
nized  it  was  a  mistake  and  pulled  the 
plug.” 

Another  mistake,  conceded  Brill,  was 
his  failure  to  disclose  he  had  con¬ 
tributed  $1,000  to  President  Clinton’s 
1996  campaign. 

“I  don’t  think  it  makes  me  some 
handmaiden  of  the  Clinton  White 
House,”  Brill  declared.  “It’s  not  part  of 
any  hidden  agenda  at  all.  I  mean.  I’ve 
also  given  money  to  Republicans,  and  1 
didn’t  disclose  that.”  Which  Repub¬ 
licans?  “Rudy  Giuliani.  1  think  2,000 
bucks.” 

Brill  said  he  also  donated  to 
Christopher  Mega,  now  a  judge,  who 
was  an  influential  New  York  state  legis¬ 
lator  when  Brill  owned  Court  TV. 

Kramer,  who  edited  the  now-defunct 
journalism  review  More,  said  his  great¬ 
est  ethical  lapse  was  years  ago  at  Time 
when  he  plagiarized  “a  long  sentence 
from  something  1  had  read  [that]  just 
stayed  in  the  back  of  my  mind,  and  1 
wrote  it  —  copied  it,  I  guess  is  the  bet¬ 
ter  word  —  and  as  soon  as  we  realized 
it,  we  apologized.” 

FINANCIAL  PRESSURE  TOO 

In  the  end.  Brill’s  toughest  fight  may 
be  over  the  bottom  line.  With  his  part¬ 
ners  —  Wall  Street  investor  Lester 
Pollack,  TV  executive  Barr)'  Diller  and 
real  estate  man  Howard  Milstein  —  Brill 
is  reported  to  have  poured  $27  million 
into  Content,  which  is  likely  to  hemor¬ 
rhage  several  million  dollars  a  year  in 
red  ink  for  at  least  a  few  years. 

Content's  marketing  involved  direct- 
mail  pitches  to  more  than  3  million  tar¬ 
geted  consumers,  about  170,000  of 
whom  signed  up  for  a  one-year  sub¬ 
scription  at  rates  slashed  to  $14.95, 
from  $39.50.  Newsstand  copies  were 
marked  down  to  $2.95,  from  $3  95. 

The  debut  issue  carried  154  pages, 
including  more  than  35  ad  pages, 
exceeding  the  goal. 

500.000  CIRCULATION? 

(an  Brill  sell  500,000  magazines  a 
month  full  of  media  stories  and  reach 
critical  mass  for  advertising?  Kramer 
concedes  it  hasn’t  been  done  before, 
and  90%  of  the  readers  will  have  to  be 
drawn  from  outside  the  media. 

Brill  is  betting  people  want  a  “con¬ 
sumer  guide”  to  the  media,  warts  espe¬ 
cially. 


He’s  also  depending  on  journalists:“If 
reporters  stopped  being  thin-skinned 
and  stopped  being  arrogant  and  started 
admitting  mistakes.  I’d  have  to  shut  my 
magazine  down.” 


Innovative 

Continued  from  page  1 7 

access  venture  of  Gannett  Co.  Inc., 
Knight  Ridder  and  Landmark 
Communications,  announced  a  system 
that  makes  it  easier  for  newsrooms  of 
all  sizes  to  assemble  and  publish  Web- 
accessible  databases  of  information. 

Called  dbEase,  the  publishing 
software  tool  lets  nontechnical  newspa¬ 
per  staffers  structure  and  flow  infor¬ 
mation  into  a  database  that  can  be  port¬ 
ed  to  the  paper’s  Web  site  and  searched 
online  by  anyone. 

It’s  particularly  geared  for  the  types 
of  compiled  information  newspapers 
most  frequently  publish,  like  movie 
reviews  and  community  event  listings. 
The  dbEase  process  from  start  to  finish 
takes  only  minutes  in  the  simple  mode. 
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DIRECTORIES  ONLINE 

Online  business  directories  —  anoth¬ 
er  hot  topic  in  the  online  newspaper 
world  —  have  required  inordinate 
amounts  of  technical  expertise  or 
money  to  create  and  maintain.  Another 
sticking  point  in  the  process  has  been 
the  demand  of  the  directory  software 
company  to  get  a  cut  of  the  ad  revenues 
the  newspaper’s  online  business  direc¬ 
tory  brings  in. 

In  conjunction  with  the  software 
development  firm.  Query  Lab,  InfiNet 
released  Directories  Online  at  Nexpo  — 
a  new  tool  that  enables  local  newspa¬ 
pers  with  small  budgets  to  create  local 
business  directories  themselves. 

Directories  (inline  is  being  billed  as 
the  first  “portable”  Web-based  national 
yellow  pages  software  package,  which 
easily  integrates  national  data  such 
as  business  listings  and  digital  street 
maps  into  a  neatly  packaged  HTML 
structure. 

The  real  point  of  interest  for 
Nexpoians  was  the  fact  that  newspa¬ 
pers  that  buy  the  system  don’t  give  up 
a  cut  of  their  online  ad  revenues.  For 
instance, Alyson  Nance,  new  media  sales 
manager  at  Fayetteville  Online,  said  she 
went  for  the  product  because  of  its 
pricing,  searching,  mapping  and  tem¬ 
plate  design  abilities  —  but  it  was  the 
no-revenue-sharing  feature  that  really 
cinched  the  deal. 
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ZIP2,  THE  SECOND  GENERATION 
Zip2,  whose  profile  as  a  leading 
online  newspaper  industry  software 
engineering  firm  was  already  high, 
soared  even  higher  at  Nexpo.  Appearing 
just  a  week  after  the  New  York  Times 
launched  its  “New  York  Today”  city 
guide  site  built  around  the  second  gen¬ 
eration  of  Zip2’s  city  guide  software, 
Zip2  personnel  manned  a  booth  that 
was  literally  buzz  city.  Designed  to  “out 
Microsoft”  and  its  “Sidewalk”  city 
guides,  the  new  software  structure 
allows  a  newspaper  to  provide  users 
with  a  sophisticated  personal  news  ser¬ 
vice  about  local  entertainment,  dining, 
shopping  and  recreational  activities. 
Many  of  the  more  than  160  online 
newspapers  currently  using  Zip2’s  first 
generation  guide  and  directory  struc¬ 
tures  will  be  upgrading  to  the  new  sys¬ 
tem  which  is  widely  perceived  to  be 
establishing  an  alternative  national  stan¬ 
dard  so  that  Microsoft  is  promoting 
against  newspapers  in  major  metro  mar¬ 
kets. 


Y2K 

Continued  from  page  28 

than  technical  problems.  En  route  to  a 
solution,  organizations  may  face  costs  of 
uninsured  liabilities. 

“Insurance  companies  are  terrified 
by  it,”  said  Guenier,  pointing  out  that 
normal  policies  may  not  cover  damage 
judgments  against  corporate  directors 
found  negligent.  Lawyers,  he  added, 
have  begun  circling  Y2K  issues  “like  vul¬ 
tures  around  a  corpse  in  the  desert.” 

Late  as  the  hour  is,  Guenier  insisted 
that  solutions  need  to  be  in  place  well 
before  2000,  and  about  60%  of  the  work 
involves  testing.  While  most  organiza¬ 
tions  that  have  begun  the  work  aimed 
to  finish  by  September  1998,  most  prob¬ 
ably  won’t  finish  by  then,  he  said.  But 
unlike  the  80%  of  software  projects 
completed  late,  he  said,“this  job  mustn’t 
be  late  by  one  microsecond.” 

One  of  the  problems  industries  face 
is  Year  2000  work  is  simply  “boring,” 
said  Guenier,  and  doesn’t  motivate  peo¬ 
ple  to  sign  up  for  systems  jobs. 

SURVIVAL  ISSUE 

For  most  organizations,  the  only  suc¬ 
cessful  strategy  involves  a  radical 
change  in  corporate  culture  —  simply 
because  those  who  know  best  have  to 
approach  their  bosses  first.  And  the  top 
boss  ought  to  lead  the  way  because  Y2K 
is  a  matter  of  survival  whose  impor- 
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tance  outstrips  other  favored  projects 
and  requires  the  talents  of  the  best  per¬ 
sonnel.  Furthermore,  because  there  is 
no  safe  retreat  to  a  sure  back-up,  con¬ 
tingency  planning  becomes  “a  very  spe¬ 
cial  kind  of  job.”  — Jim  Rosenberg 


Shop  Talk 

Continued  from  page  72 

reporters,  you  can  get  caught  in  a  gap 
where  total  strangers  with  no  sources 
are  covering  your  major  beats.  On  the 
other  extreme,  big  papers  have  a  ten¬ 
dency  to  get  so  far  removed  from  their 
reader’s  lives,  they  may  as  well  be  cov¬ 
ering  Saturn. 

But  the  social  columnist  always 
knows  what’s  going  on  and  who’s 
where,  giving  readers  the  nice,  cozy 
feeling  that  this  is  their  neighbor  Millie 
telling  them  about  the  swell  party  she 
went  to  Saturday  night.  Don’t  knock 
that  familiarity. 

And  if  you’re  worried  about  online 
competition,  your  readers  will  never  get 
this  on  the  Internet  —  unless  you  put  it 
on  your  Web  site.  Too  expensive,  you 
say?  You  don’t  even  have  the  nerve  to 
put  a  social  columnist  in  your  budget? 
Call  it  a  feature  writer,  and  for  smaller 
dailies,  you’ll  end  up  getting  a  two-, 
three-  or  four-fer.  I  edit  and  assign  the 
weekend  section,  and  write  most  of  the 
copy  for  it.  I’m  on  the  rotation  for 
restaurant  reviews.  And  I  write  an 
advice  column  for  the  Sunday  paper.  I 
assume  that’s  how  my  publisher  justi¬ 
fies  my  existence. 

Look  around  your  shop.  There  must 
be  some  outgoing  person  who  doesn’t 
mind  giving  up  her  Saturday  nights  to 
dress  up  and  go  party  hopping.  Stick  a 
$200  point-and-shoot  in  his  or  her 
hands,  and  voila,  you’ve  got  a  social 
columnist. 

This  isn’t  brain  surgery,  but  it 
requires  a  good  reporter.  I  take  it  as  seri¬ 
ously  as  any  beat.  Getting  the  names 
right  becomes  as  important  as  an  obit, 
and  sometimes  I  have  to  spread  myself 
a  little  thin  to  get  to  everything  on  a 
four-gala  Saturday  night,  or  a  triple-golf- 
outing  Monday.  I  seldom  get  two  days 
off  in  a  row.  In  fact,  I  often  work  at  least 
part  of  six  days  because  my  schedule  is 
entirely  dictated  by  the  social  calendar. 

The  rewards,  however,  are  worth  it. 
This  is  a  public  service  beat.  You’re  giv¬ 
ing  publicity  primarily  to  charities, 
which  helps  them  raise  money.  It’s  non- 
lethal  news.  I  throw  in  a  little  gossip, 
but  usually  just  engagements  and 
births.  So  everybody’s  glad  to  see  me. 
Even  the  governor  or  the  local  legisla¬ 
tors.  Even  when  the  news  section  is 
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beating  them  up.  Jim  Florio  used  to 
introduce  me  as  the  only  Trentonian 
reporter  permitted  in  Drumthwacket, 
the  governor’s  mansion.  I  have  to  admit 
that  made  me  wince,  but  it  sure  gave 
me  the  entry  we  were  able  to  use  for 
more  important  stories. 

In  fact,  that’s  one  other  incentive  for 
you  skeptical  editors  out  there.  Call  my 
editor  and  ask  how  often  they’ve  used 
me  for  sources,  entree  or  coverage  on 
the  news  side.  I  have  everyone’s  phone 
number  and  a  lot  of  built-up  trust.  It 
pays,  when  you  work  for  a  tabloid,  to 
have  somebody  who’s  the  good  cop. 

I  hope  you’ll  take  my  remarks  to 
heart  and  start  a  democratic  social  col¬ 
umn.  It’s  what  newspapers  used  to  do 
best,  covering  the  community,  and 
there’s  no  downside  to  it. 


Microsoft  Eyes 
Real  Estate  Ads 

Atop  Microsoft  corp.  executive 
let  it  slip  that  the  computer  soft¬ 
ware  giant  is  getting  into  the  online  real 
estate  advertising  business. 

Steve  Ballmer,  iMicrosoft’s  executive 
vice  president,  mentioned  the  new  ser¬ 
vice  June  12  while  briefing  business 
reporters  about  Microsoft’s  existing 
Internet  offerings.  He  later  said  the 
home-buying  advisory  service  has  not 
been  officially  announced. 

The  software  company  has  an  exten¬ 
sive  stable  of  online  sites,  including 
CarPoint,  which  sells  automobiles; 
Expedia,  a  travel  booking  service; 
Sidewalk,  a  guide  to  various  cities;  and 
Slate,  a  political  magazine. 

Microsoft  spokesmen  would  say  little 
more  about  the  real  estate  service, 
except  that  it  would  allow  people  to 
place  advertisements  and  find  homes 
for  sale  on  the  Internet.  It  may  be 
launched  this  summer. 

Real  estate  ads  already  flourish  on 
the  World  Wide  Web,  where  brokers  list 
homes  along  with  newspapers  and 
homeowners.  Many  sites  allow  viewers 
to  take  “virtual”  tours  of  homes,  calcu¬ 
late  monthly  payments,  and  get  mort¬ 
gage  information  along  with  simply- 
finding  a  listing.  —  AP 

Poll  Over 

The  CINCINNATI  ENQUIRER  has 
ended  its  sponsorship  of  a  political 
polling  service  after  learning  that  its 
director  donated  to  a  Republican  candi¬ 
date  for  governor. 

Lawrence  K.  Beaupre,  Enquirer  edi¬ 
tor  and  vice  president,  said  he  had  no 
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reason  to  believe  the  polls  were  biased, 
but  campaign  contributions  “are  clearly 
a  conflict  of  interest.” 

Ohio  Democrats  said  the  contribu¬ 
tions  made  by  Ohio  poll  director  Alfred 
J.  Tuchfarber  to  candidate  Bob  Taft 
raised  questions  about  the  fairness  of 
his  polls. 

Tuchfarber  said  Taft  is  a  friend,  and 
the  donations  didn’t  affect  the  polls,  but 
he  will  probably  stop  making  campaign 
contributions  because  of  the  percep¬ 
tion  of  conflict  of  interest. 

“It’s  not  because  of  the  reality.  I 
believe  both  our  numbers  and  our  inter¬ 
pretations  of  the  numbers  have  been 
totally  based  on  good  scientific  princi¬ 
ples  and  good  political  science,” 
Tuchfarber  said. 

The  newspaper  has  sponsored  the 
poll  for  three  years  with  the  University 
of  Cincinnati  helping  to  underwrite 
costs.Tuchfarber  directs  the  university’s 
Institute  for  Policy  Research,  which 
conducts  the  polls.  —  AP 

Listings  Stay 
In  TV  Guide 

rV  GUIDE  BACKED  away  from  a  top 
executive’s  suggestion  it  could 
remove  program  listings  from  its  print 
magazine  in  a  few  years. 

“TV  viewers  will  be  able  to  get  TV 
Guide's  trusted  listings  in  various 
forms.  . . .  But  TV  Guide  magazine  will 
continue  to  offer  the  comprehensive 
listings  that  37  million  readers  rely  on 
each  week,”  Anthea  Disney,  head  of 
News  Corp.’s  book  and  magazine  busi¬ 
ness,  said  June  12. 

The  suggestion  that  TY  Guide  could 
drop  its  print  listings  came  as  officials 
from  Rupert  Murdoch’s  News  Corp. 
said  the  company  was  selling  control  of 
the  magazine.  The  $2  billion  deal  calls 
for  the  buyer,Telecommunications  Inc.’s 
United  Video  Satellite  Group,  to  rename 
its  Prev-ue  Channel  televised  listings  ser¬ 
vice  as  the  TV  Guide  Channel  and  give 
News  Corp.  an  ownership  stake.  The 
listings  will  continue  to  reach  more 
than  50  million  U.S.  cable  homes  and  3 
million  homes  in  20  other  countries 
when  the  deal  is  completed  later  this 
year. 

In  response  to  a  question  in  a  June  1 1 
conference  call  with  reporters,  Disney,  a 
former  TV  Guide  editor,  suggested  the 
magazine’s  listings  could  go  completely 
electronic  someday  and  that  the  maga¬ 
zine  itself  could  be  devoted  to  enter¬ 
tainment  articles  and  features. 

“That  could  happen  down  the  line 
certainly,  but  I  don’t  foresee  it  for  the 
next  few  years,”  she  said.  —  AP 
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FEATURES  AVAILABLE 


AMAZEMENTS 

ENTERTAINMENT 

STRANGE  BUT  TRUE:  Not  very 
strangely,  this  column's  on  fire.  Sub¬ 
scribers  on  6  continents.  Catch  the 

“HOLLYWOOD  SCENE”: 

Classy  gossip  by  a  true  insider.  For 
details  call  (847)  446-4082. 

heat!  Firewalking,  beer  physics, 
castrati.  Batman's  disguise,  prenatal 
masturbation,  ants  in  the  microwave. 
500  words  weekly.  Bill  &  Rich  Sones, 
Ph.D.  strangetr  'r@ameritech.net  OR 
(216)  932-5538. 

DEARLY  BELOVED,  a  true  story  weekly 
column.  Give  your  readers  what  they 
hunger  for:  Love  in  bloom.  For  Samples 
call  (800)  632-6055. 

FOOD 

ASTROLOGY 

ABOUT  FOOD 

EVERYDAY  ASTROLOGY 

Daily  horoscopes  designed  to  integrate 
seemlessly  into  your  newspaper  web 
site.  We  do  all  the  work  and  its  FREE! 
Call  Boldly  Interactive  (561)  392-1817 

A  new  food  column  featuring  recipes, 
new  products  and  cooking  trends. 

(810)  751  -01 68/AvantiT054@aol.com 

HEALTH  &  FITNESS 

or  E-mail:  sales@boldly.com. 

ARTICLES,  FILLERS,  graphics  and 

Weekly  -  Monthly  -  Camera  Ready 

Time  Data  Synd.  (800)  322-5101 
E-mail;  star2020@time-data.com 

photos  all  inclusive.  Established  Stand- 
Alone/ Monthly  health  &  fitness  news¬ 
paper  also  available  -  protected  ter¬ 
ritories.  FREE  marketing  and  technical 
support  provided.  FREE  SAMPLES. 
Unlimited  use.  Low  Rates. 

AUTOMOTIVE 

CAR  FEATURES  are  our  business:  Col¬ 
umns  available  on  road  tests,  car  care, 
auto  trivia/history.  (810)  573-2755. 

(800)  639-5484 

NEW  LIVING  NEWS  SERVICE 

_ MOVIE  REVIEWS _ 

MINI  REVIEWS.  Essential  information 
for  moviegoers.  Camera  ready.  Star 
photos.  Graphic,  provocative  rating 
system.  Cineman  Syndicate,  P.O.  Box 
4433,  Middletown,  NY  10941  ; 

(91 4)  692-4572  Fax  (91 4)  692-831 1 


BRAINSQUEEZE 

The  ultimate  Word  Puzzle  producers 
FREE  packet  with  sample  puzzles 
(409)  295-5794  Fax  (409)  295-9624 
P.O.  Box  1 972,  Huntsville,  TX  77342 


PUZZLE  FEATURES  SYNDICATE 
The  Finest  In  Crossword  Puzzles 
Call  (800)  292-4308/(909)  766-761 7 


CANYOUHACKEH? 
Variety  Puzzles  Since  1 981 
Free  Samples  -  Wide  Appeal 
(877)  201 -7630  Toll  Free 


REAL  ESTATE 


BUILD  YOUR  REAL  ESTATE  AD  PAGE 
around  this  weekly  market  commentary 
with  reader  Q  &  A.  Free  sample. 

Alan  Shultz,  J.D.  (800)  853-3286 


REUGION  NEWS 


FOR  AN  established  source  of  religion 
news  that  fits  your  audience  and  your 
budget,  turn  to  EP  News.  For  more 
information  and  a  free  sample,  call 
(800)  257-4972 


Run  your  ad  for  12,  26,  39  or  52  issues 
to  increase  awareness  while  benefitting 
from  our  low  contract  rates. 

CaU  (212)  675-4380  ext.  171,  173 
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NEWSPAPER  APPRAISERS 


'98  Annual  Market  Valuations 
KAMEN  &  CO.  GROUP  SERVICES 
(51 6)  379-2797/(81 3)  786-5930 


75  YEARS  OF  EXPERIENCE 
See  Bolitho-Cribb  &  Assoc, 
display  ad  this  page. 


APPRAISALS/BROKERAGE 
Call  Dick  Briggs  (864)  457-3846 
RICHARD  BRIGGS  &  ASSOCIATES 
Box  579,  Landrum,  SC  29356. 


THOMAS  C.BOLITHO 
Newspaper  Appraisals 
Professional  and  complete 
(580)  421-9600 


NEWSPAPER  BROKERS 


C.  BERKY  &  ASSOCIATES,  INC. 
Consultants  ‘Appraisals  ‘Brokers 
(561)368-4352 
1 23  NW  13th  St.,  Suite  21 4-7 
Boca  Raton,  FL  33432 


NEWSPAPER  BROKERS 


Leader  in  Sale 
of  Community  ■  M 
Newspapers  Q 

Check  our  Referetices 

(214)  265-9300  Ted  Rickenbacher 

Rickenbacher  Media 

I  6731  Desco  Dr.,  Dallas.  TX  75225 
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NEWSPAPER  BROKERS 


700Sold-Est.  1959 
W.B.  GRIMES  &  COMPANY 
P.O.  Box  442 
Clarksburg,  MD  20871 
Larry  Grimes-Pres.  (301 )  540-0636 
Tom  Sexton,  NE  (61 7)  545-6175 
Wren  Barnett,  South  (704)  698-0021 
Stephen  Klinger,  SWest/West 
(505)  524-0122 


BILL  MAHHEW  COMPANY  conducts 
professional,  confidential  negotiations 
for  sale  and  purchase  of  highest  qual¬ 
ity  daily  and  weekly  newspapers  in  the 
country.  Before  you  consider  sale  or 
purchase  of  a  property,  you  should  call 
(813)733-8053 

or  write  Box  31 29,  Clearwater  Beach, 
FL  33767.  No  obligation  of  course. 


CASH  OUT.  Merger/ Acquisition.  Joint 
Venture.  Capitalization.  Restructuring. 
Reorganization.  JMPC.  Est.  1 983, 
(61 4)  889-9747.  www.jmpc.net 


NEWSPAPER  APPRAISERS 


NEWSPAPER  BROKERS 


DORMAN  E.  CORDELL 
Specialty  Enterprises,  Inc. 
1 3240  Peyton  Drive 
Dallas,  TX  75240 
(972)  960-0096 


GAUGER  MEDIA  SERVICE,  INC. 
Appraisals,  Mergers,  Acquisitions 
David  E.  Gauger 

P.O.  Box  627,  Raymond,  WA  98577 
(360)  942-3560/FAX  (360)  942-9896 


MEDIA  AMERICA  BROKERS 
Lenox  Towers,  Suite  1 000 
3390  Peachtree  Rd.  NE 
Atlanta,  GA  30326 
(404)  364-6554  Fax  (404)  364-6533 
Lon  W.  Williams 


MEL  HODELL  NEWSPAPER  BROKER 
51 96  Benito,  Montclair,  CA  91 763 
(909)  626-6440  Fax  (909)  624-8852 


MICHAEL  D.  UNDSEY 
Experienced  -  Confidential 
6645-5  Redmont  CrI,  Mesa,  AZ  852 1 5 
(602)807-7791  FAX  (602)  807-7795 


NEWSPAPER  BROKERS 


Bolitho-Cribb  Report:  www.cribb.com 

Confidential  Appraisal  for  Bolitho-Cribb 

Estate,  ESOP,  Partners,  &  Associates 
Bank  Tax,  Stock,  Assets  Newspaper  Brokerage 

&  Appraisal 

Established  in  1923  .nc  coe  eeo-i 

E.  Main  St..  Ste.  104.  Bozeman.  406-586-6621 


Established  in  1923 
104  E.  Main  St.,  Ste.  104,  Bozeman, 
JohnT.  Cribb  MT  59715  e-mail:  jcribb@imt.net 


Fax  406-586-6774 
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NEWSPAPER  BROKERS 


PHILLIPS  PROPERTIES,  INC. 
Consultants-Investments 
Management-Brokers 
P.O.  Box  5806 
Destin,  FL  32540-5806 
Phone/Fax  (850)  654-9807 


THOMAS  C.BOLITHO 
Newspaper  broker/ appraiser 
“A  tradition  of  service 
to  the  newspaper  industry" 
BOLITHO-TAYLOR  MEDIA  SERVICE 
1 1 5  S.  Broadway,  Ada,  OK  74820 
(580)  421-9600 


NEWSPAPERS  FOR  SALE 


FAMILY  CRISIS  FORCES  sale  of  weekly 
newspaper  in  Hawaii.  $325,000  for 
quick  sale.  Fax  inquiries  to 
(605)  842-1979 


MOVE  TO  TEXAS:  No  state  income 
tax,  and  we  have  newspapers  for  sale. 
Write  for  free  list.  Bill  Berger,  ATN, 
1801  Exposition,  Austin,  TX  78703. 
(512)476-3950 


PROFITABLE  PAPER  with  great  poten¬ 
tial  for  sale  at  reasonable  price.  Com¬ 
bination  paid,  free  distribution  pub¬ 
lication  in  high  growth  tourist  market  of 
upper  Great  Lakes.  Great  opening  for 
someone  wanting  to  practice  true  com¬ 
munity  journalism  and  still  make  a  liv- 
ing!  Pressing  duties  call  current  pub¬ 
lishers.  Reply  to  Box  08530,  Editor  & 
Publisher. 


Vfaur  wealth  is  were  your  friends  are 

Plautus 
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ANNOUNCEMENTS 


NEWSPAPERS  FOR  SALE 


PROFITABLE  WEEKLY  FOR  SALE  in 
Rocky  Mountains.  Gross  sales  exceed 
1  million.  Excellent  location  in  growing 
area.  Serious  inquiries  only.  Reply  to 
Box  08540,  Editor  &  Publisher. 


TWO  PROFITABLE  newspaper  firms 
serving  contiguous  markets.  Zone  6. 
Total  revenue  over  $2,000,000.  Free 
Circulation  1 20,000.  Combined  opera¬ 
tions  will  generate  nice  cash  flow  for 
new  owner.  Rickenbacher  Media, 
(214)  265-9300. 


NEWSPAPERS  WANTED 


AMERICAN  PUBLISHING  COMPANY, 
the  community  division  of  Hollinger 
International,  actively  seeks  daily 
newspapers  and  shopping  guides.  All 
inquiries  held  in  strictest  confidence. 
Contact: 

Jerry  Strader,  President 
401  N.  Wabash  Avenue 
Chicago,  IL6061 1 
(312)321-2673 


NEWSPAPERS  WANTED 


FAMILY  owned  newspaper  group  is 
expanding  and  seeks  to  acquire  news¬ 
papers,  hoppers,  printing  facilities, 
magazines  and  radio  stations.  Large 
down  payment  or  all  cash  is  available. 
All  replies  guaranteed  held  in  strict  con¬ 
fidence.  Reply  to  Jerry  or  Steve 
Edwards  at  Edwards  Publications,  1 25 
Eagles  Nest  Dr.,  Seneca,  SC  29678. 

(864)  882-3272 


IF  YOU  ARE  planning  to  sell  your 
newspaper  through  a  broker,  be  sure 
they  contact  us  as  a  potential  buyer. 
We  are  newspaper  owners  and 
operators  and  are  interested  in  acquir¬ 
ing  individual  or  groups  of  dailies  or 
weeklies  of  any  size,  in  any  region  of 
the  country.  Contact  Eugene  A.  Mace, 
USMedia  Group,  P.O.  Box  227, 
Crystal  City,  MO  6301 9. 


FAX  your  ad  to  212  ^929  ♦1259 


NEWSPAPERS  WANTED 


TIMES-SHAMROCK  COMMUNICA¬ 
TIONS,  a  fourth  generation  family- 
owned  newspaper  and  radio  group,  is 
committed  to  growth  in  our  core  busi¬ 
ness.  We  are  particularly  interested  in 
daily  newspapers  between  8,000  and 
25,000  circulation.  All  replies  will  be 
treated  confidentially. 

Please  contact  George  Lynett,  149 
Penn  Avenue,  Scranton,  PA  1 8503. 

(717)348-9107 


PUBUCATIONS  FOR  SALE 


BASEBALL  ANNUAL  MAGAZINE 
National  distribution,  150,000,  since 
1988.  Niche  is  Spring  Training  travel 
markets  in  FL  and  AZ.  Strong  position 
in  growing  markets.  (8(X))  473-1656. 


VERY  NICE  12  year  old  profitable 
magazine  in  desirable  high  growth 
southeast  resort  area.  Asking  75%  of 
gross  or  $750,000.  Please  qualify 
yourself.  Reply  to  Box  08556,  Editor  & 
Publisher. 


PUBUCATIONS  WANTED 


WANT  TO  GET  OUT  BUT  CAN'T? 

Get  the  most  for  your  property.  Media 
executive  seeks  small  (under  $10M) 
underperforming/turnaround  quality 
media  entity  in  Zone  9.  Print/ 
Broadcast  or  combination  for  part¬ 
nership  and/or  acquisition.  Call  or  fax 
in  conridence  (510)  933-9395. 


TRADE  ASSOCIATIONS 


AMERICAN  ASSOCIATION  of  Inde¬ 
pendent  Newspaper  Distributors  -  an 
organization  for  the  professional.  For 
membership  or  sponsor  info;  (877) 
GO-AAIND,  fax;  (407)  774-6751  or 
write:  926  Great  Pond  Drive,  #1003, 
Altamonte  Springs,  FL  3271 4. 


It’s  A  Classified  Secret! 

If  you  don't  want  your  reply  to  go  to  certain 
newspapers  (or  companies),  seal  your  reply 
in  an  envelope  addressed  to  the  E&P 
Classified  Advertising  Department  with  an 
attached  note  listing  the  newspapers  or  com¬ 
panies  you  do  not  want  the  reply  to  reach.  If 
the  Box  Number  you're  answering  is  on  your 
list,  We'll  discard  your  reply. 


E(JUIPMENT  &  SUPPLIES  i 

CAMERA  &  DARKROOM 

MAILROOM 

SQUeeze  Lenses 

Herb  Carlbom  -  CK  Optical 
(310)372-0372 

AT  LAST  a  durable  low  cost  PALLET!  i 

Perfect  Pallets,  Inc.  has  a  | 

"NEW*  Plastic  Pallet  made  with  : 

MAILROOM 

1 00%  recycled  materials.  j 

For  information  call  John  Rossmon  : 

6  ADD  ON  POCKETS 

(800)  841 -191 9  FAX  (31 7)  924-6205  1 

1  Main  Station  Muller  Martini  227 
inserting  machine.  Will  sell  as  individ¬ 
ual  components,  as  is  or  rebuilt 

Call  (903)  596-6250 

HARRIS  1172- 10  into  1  j 

2  Hall  Stackers,  compressor  j 

vac  pump,  MS  heads  upper  half  rebuilt  • 

ALL  MAILROOM  EQUIPMENT 
MULLER  MARTINI 
Sfitcher/Trimmers  &  Inserters 

Joe  Scott  &  Associates,  Inc. 

(205)  997-9355/(205)  997-9656  Fax 

Call  Bill  Miller  at  (908)  707-8007  j 

MAILROOM  EQUIPMENT  j 

Standlee  and  Associates,  Inc.  : 

(407)273-5218  i 

Fax  (407)  273-9011  j 

ON  LINt  IN  1998 


Editor  &  Publisher's  International  Year  Book 

. , .  the  encyclopedia  of  the  newspaper  industry 

Section  VI:  Equi]mient  Supplies  and  Services 

C^panies  servii^  the  newspaper  industry 

Classified  advertising  makes  your  business  listing 
STAND  OUT  in  E&rs  Year  Book. 

BOLDe  first  line  of  your  listing 
ADIpbur  logo  to  the  listing 
LINI^ur  website  to  E&P's  website  -  www.iTiediainfo.com 

PROMOTI^ur  business  with  additional  ad  copy 

Contact  the  Editor  &  Publisher  Classified  Ad  Department  and  we  will  show 
you  the  most  affordable  ways  to  reach  decision  makers  at  newspapers. 

Phone  (212)  675-4380  Ext.  171  or  173,  Mon-Fri  9am-5pm  EST 
Email  mattw@mediainfo.com,  hazelp@mediainfo.com 


MAILROOM 


PRE-OWNED  MAILRCX3M  Equipment 
Bill  Kanipe,  ALTA  GRAPHICS,  INC. 
(770)  428-5817  Fax  (770)  590-7267 


Refurbished  add  on  pockets 
MULLER  MARTINI  227 
KANSA  320  and  480  AVAILABLE 
Call  Mid- America  Graphics  at 
(800)  356-4886. 
www.mida mericagraphics.com 
E-mail:  dkgeorge@midamerica- 
graphics.com 


NEWSPRINT  FOR  SALE 


30# -28# -25#- ALL  SIZES 
BEHRENS  INTERNATIONAL  -  N.B.  CA 
(71 4)  644-2661 ,  Fax  (71 4)  644-0283 


PRESSES 


METRO,  URBANITE,  COMMUNITY, 
SC,  SSC,  MAN  4/2  presses.  AL  TABER 
(770)  552-1528  Fox  (770)  552-2669 


FOLLOWING  IS  A  BRIEF  DESCRIP¬ 
TION  OF  A  FEW  OF  THE  PRESSES 
INLAND  IS  CURRENTLY  OFFERING 

•22"  GOSS  COLORLINER,  27  printing 
couples,  double  3:2,  160-page  folder, 
nine  45"  RTP's  - 1 990  vintage. 

•  1 0-unit  GOSS  URBANITE  with  upper 
formers,  two  1 50  HP  controllers  and 
motors,  8  Carys  - 1 981  vintage. 

•Add-on  OOSS  URBANITE  units, 
folders,  upper  formers,  motors  and 
drives. 

•8-unit  HARRIS  VI 5C  (converted  to 
V15DI,  JF25  folder  and  75  HP  Cutler 
Hammer  drive  and  motor  -  mid  70's 
vintage. 

•2-unit  NEWS  KING  with  KJ4  and  i5 
HP  motor  and  drive,  1972  vintage. 
•Count-O-Veyors,  inserters,  trimmers, 
press  drives,  ink  pumps,  gluers  and 
more. 

INLAND  NEWSPAPER 
MACHINERY  CORPORATION 
(913)492-9925  Fax:(913)492-6217 
www.inlandnews.com 

USED  PRESS  EQUIPMENT 
ON  THE  INTERNET  AT 
www.webpresses.com 


WANTED  TO  BUY 


IMMEDIATE  NEED  FOR  MULLER 
MARTINI  INSERTERS  227E  &  227S 
WILL  PAY  TOP  DOLLAR 

Call  Chris  George  (800)  356-4886  or 
Fax  (8 16)  887-2762. 
www.midamericagraphics.com 
E-mail:  dkgeorge@midamerica- 
graphics.com 


WANTED  DEAD  OR  AUVE 
Muller  Martini/Harris 
Inserters  &  StitcherArimmers 
All  Mailroom  Equipment 
Joe  Scott  &  Associates,  Inc. 

(205)  997-9355/(205)  997-9656  Fox 


WANTED:  Presses  -  Inserters 
Call:  Bill  Kanipe  or  Al  Taber 
ALTA  Graphics  Inc. 

(770)  428-581 7  Fax  (770)  590-7267 


FERAG  EQUIPMENT 


EQUIPMENT 
FOR  SUE 

WABKMISC 
INSERTINe  SYSTEMS 

QuwmY  iagNSESK 

AVAJLAftf  PQSfSSH 

MULTI-CEU  (101  *100.000 
COMPLEX 

of  3  Stackers 

(Payment  In  U.S.  Dollars) 


MELVILLE,  N.Y. 
CONTACT:  J.  WILLS 

(516)  805-3003 

Fax  (516)  843-2280 
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INDUSTRY  SERVICES 


CIRCULATION  SERVICES 

1  ANSWER 

METRO  NEWS  SERVICE,  INC. 
Nationwide  TELEMARKETING 
Horace  Southward 
(800)950-8475 
E-mail:  mnsl@metro-news.com 
www.metro-news.com 


13  OFFICES  NATIONWIDE 
CIRCULATION  DEVELOPMENT  INC. 
Newspaper  Telemarketing  Specialists 
(800)247-2338 
www.circulation.net 


BLENKARN 

Your  Telemarketing  Partner 
JEFF  BLENKARN  (61 6)  458-661 1 


CIRCULATION  MARKETING  GROUP 
Specializing  in  on-site  and  long 
distance  telemarketing  since  1 989. 
Call  Cherry  Coleman  (91 2)  336-2700 


Editor  &  Publisher: 

The  communication  link 
of  the  newspaper  industry 
every  week  since  1884. 


CIRCULATION  SERVICES 


GROWING  NIE  &  HOME  DEUVERY 
CIRCUIATION  IS  SPEaRUM'S 
BUSINESS  -  CAa  DOUG  REESE 
(800)972-6778 


HEADUNE  PROMOTIONS,  INC. 

TELEMARKETING  SERVICES 
NEW  START  GENERATION 
STOP  SAVER  PROGRAMS 
VERIFICATION  CALUNG 

IN  STORE  SALES  PROGRAMS 
Our  programs  are  tailored  to  meet 
your  circulation  needs. 

Every  subscription  guaranteed. 

RATES  BASED  ON  RESULTS 

Dennis  McQuillan 
(800)  260-9823 


LEVIS  NATIONAL,  INC. 
Guaranteed  Quality  Telemarketing 
Our  30th  Year 
(888)890-7272 


PRO  <:tart‘? 

THE  TELEA4ARKETING  PROS 
EXPERTISE  IN  A  FULL  RANGE  OF 
SALES  SERVICES  INCLUDING 
DATABASE  MARKETING 
TOM  ZGONC  (800)  776-6397 


COMMERCIAL  PRINTING 

COMMERCIAL  PRINTING  worth  look¬ 
ing  into!  Great  savings,  no  sacrifice  in 
quality.  TV  books,  comics,  catalogs, 
directories,  etc.  Press  capabilities  (7 
unit  goss  urbanite).  Standard  page, 
tabloid  page,  quarterfold,  color 
capabilities.  For  estimates  call  Steve 
Karrigan  (800)  925-41 00  ext.  251 . 


INTERNET  SERVICES 

SEE  WHY  publications  are  making 
money  and  Realtors  are  getting  results 
with  the  HomeSeller. 

View  at  www.homeseller.net 
(800)  574-3703  or  info@paper.net 

MEXICO  INFORMATION 

INDISPENSABLE  FOR  MEXICO  RE¬ 
SEARCH.  Catalog  of  Mexican  news¬ 
papers,  mogazines,  specialty  journals. 
$55  prepaid.  All  TV  &  Radio  $65.  Mex¬ 
ican  Research,  P.O.  Box  4065,  Tucson, 
AZ85717.  (800)943-4595. 

OPERATIONS  CONSULTANTS 

FACILITIES/PRESS/OPERATIONS 
Small/Medium/Large  Newspapers 
Telephone  (81 3)  586-3509 
Walt  Hempton,  Consultant 
Print  Media  &  Graphics 


1 


PRESSROOM  SERVICES 


DO  YOU  NEED  HELP  ON  YOUR 
ELEORICAL  DRIVE  SYSTEM? 

MASTHEAD  can  provide:  New  or  used 
drive  motors  and  cansoles  for  single  or 
double  width  presses.  Also:  Parallel 
drives,  horsepower  upgrades  or  new 
AC  Drive  Conversions. 

MASTHEAD  INTERNATIONAL 
(800)545-6908,  24  hr.  line 
(505)  842-1357 
P.O.  Box  1952 
Albuquerque,  NM  871 03 


PRESSROOM  CLEANING  PROBLEMS? 
Dirty  presses,  ceilings,  walls,  beams? 
Unsafe  floars,  catwalks  and  lad- 
derways?  Dirty  air  handling  systems, 
duct  work? 

Daily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFAQION! 

30  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)  657-21 10 


_ TRAINING _ 

PREPRESS  AND  WEB  PRESS  training 
for  single  or  double  width  newspapers. 
Consulting  and  equipment  repair. 
Newspaper  Production  &  Reseorch 
Center  (405)  524-7774 


HELP  WANTED 


_ ACADEMIC _ 

APPLICATIONS  ARE  BEING  accepted 
from  journalists  interested  in  partici¬ 
pating  in  the  annual  MICHIGAN 
MEDIA  SEMINAR  that  will  be  held 
November  11-14,  1998.  During  the 
seminar,  journalists  and  research¬ 
ers  at  the  University  of  Michigan 
will  meet  to  discuss  a  variety  of  topics 
such  as  ethics  in  representation, 
multicultural  journalism  and  multicul¬ 
tural  teaching,  and  representing  the 
political  spectrum.  Food,  lodging,  and 
transportation  for  participants  while 
in  Ann  Arbor  will  be  provided.  For 
more  information,  please  contact  Abby 
Stewart  or  Brigit  Macomber  at  the 
Institute  for  Research  on  Women  and 
Gender  at  (734)  764-9537  or  visit  our 
web  site  at 

wvinv.umich.edu/~irwg/ 

UNIVERSITY  OF  SOUTHERN  CALIFOR¬ 
NIA  seeks  journalist  to  cover  medical 
stories  at  its  Health  Sciences  Campus. 
Must  be  a  clear,  accurate  writer  wha 
can  develop  creative  angles  and  turn 
out  interesting  copy  in  a  hurry.  Offered 
as  a  part  time  position  (60  percent)  to 
allow  a  working  journalist  to  continue 
freelancing.  Full  benefits  (including  tui¬ 
tion  remission)  and  a  competitive 
salary  afferea.  Send  resume  and  writ¬ 
ing  samples  to  Brenda  Maceo,  USC 
Public  Relations,  1450  San  Pablo 
Street,  Suite  2510,  Los  Angeles,  CA 
90033.  Fax:  (21 3)  342-2832. 

E-mail:  maceo@hsu.usc.edu 


Whatever  course  you  have  chosen  for 
yourself,  it  will  not  be  a  chore  but  an 
adventure  if  you  bring  it  to  a  sense  of 
the  glory  of  striving... if  your  sights  are 
set  far  above  the  merely  secure  and 
mediocre 

David  Samoff  '■ 


ADMINISTRATIVE _ 

CHIEF  FINANCIAL  OFFICER 

Metro  Northeast  newspaper  is  looking 
for  a  CFO  or  controller  of  a  small  or 
mid-size  newspaper  who  feels  ready 
for  advancement  and  increased  oppor¬ 
tunity! 

Besides  accounting,  this  person  will 
work  closely  with  the  publisher  and  be 
responsible  for  all  aspects  of  the  busi¬ 
ness  operation  including  MIS. 

If  you  feel  you're  ready,  this  may  be 
your  opportunity  to  get  on  the  fast 
track! 

Send  your  complete  resume  and  salary 
requirements  to  Box  08545,  Editor  & 
Publisher.  All  replies  in  confidence. 

ADVERTISING 

AD  DIRECTOR  for  new  magazine. 
Must  have  2-3  years  experience  in  dis¬ 
play  and  classified  advertising  sales, 
design,  QuarkXPress  and  Illustrator. 
Send  resume  to  P.O.  Box  559, 
Frankfort,  KY  40602. 


ADVERTISING  DIREaOR 
Three  hours  from  Washington,  DC,  or 
seven  hours  to  New  York  City  is  exactly 
where  you  will  be  if  you  join  our 
1 3,000  daily  in  one  of  the  more  beau¬ 
tiful  and  busy  areas  of  the  country. 
Our  Ad  Director  has  just  been  pro¬ 
moted  to  publisher,  can  you  fill  his 
shoes?  We  offer  salary,  incentives, 
401  (k),  group  insurance,  and  paid 
vacation.  What  do  you  offer?  Send 
resume  and  cover  letter  to  Ronnie  Bell, 
Daily  Herald,  P.O.  Box  520,  Roanoke 
Rapids,  NC  27870  or 

Fax  (252)  537-2314 


_ ADVERTISING _ 

ADVERTISING  DIREQOR 

Community  Newspaper  Company  is 
Greater  Boston's  fastest  growing  media 
company.  CNC  publishes  90  weekly 
newspapers,  20  shoppers,  2  dailies 
and  numerous  niche  products  reaching 
1 .4  million  readers  weekly.  Our  ABC 
audited  paid  circulation  is  414,118 
and  our  free  weekly  circulation  is 
528,024.  Our  award-winning  news¬ 
papers  and  Internet  products,  com¬ 
bined  with  our  commitment  to  people, 
technology,  promotion  and  training 
provide  a  perfect  backdrop  for  success. 
We're  looking  for  a  top-notch  industry 
professional. 

We  seek  an  aggressive,  experienced 
sales  professional  to  direct  a  team  of 
highly  motivated  retail  advertising 
representatives.  Primary  responsibility 
is  revenue  growth,  therefore  the  suc¬ 
cessful  candidate  must  be  able  to  hire, 
train  and  develop  in  a  climate  which 
fosters  individual  initiative  within  a 
team  concept.  Prior  experience  with 
goal  setting,  perfor.nance  appraisal 
and  the  ability  to  develop  and  mentor 
sales  reps  is  essential.  The  ideal  candi¬ 
date  has  experience  in  cross  selling  a 
diverse  product  line  (Internet,  dailies, 
weeklies,  niche  products)  to  maximize 
company  revenue  and  customer 
response.  Excellent  opportunity  for 
those  who  seek  a  challenge. 
Unparalleled  financial  opportunity  for 
an  aggressive  overachiever. 

Please  send  your  resume  and  salary 
history  and  requirements  to  CNC,  254 
Second  Avenue,  Needham,  MA  02194 
Attn;  John  McNamee  or 

Fax  to  (78 1)433-6740 


_ ADVERTISING _ 

ADVERTISING  DIREaOR 
The  Athens  Daily  News/Banner- 
Herald,  Athens,  GA  is  seeking  an 
aggressive,  motivated,  results-oriented 
leader.  Established  daily/34,000  Sun¬ 
day /TMC  in  a  very  highly  competitive 
market.  Multi-media  and  retail  experi¬ 
ence  required.  Please  send  cover  letter, 
resume  and  salary  requirements  to 
PERSONNEL,  P.O.  BOX  91 2,  ATHENS, 
GA  30603-091 2. 


ADVERTISING  MANAGER  -  Brooklyn's 
most  prominent  and  respected  weekly 
newspapers  have  an  opening  for  a 
working  ad  manager.  This  professional 
position  involves  direct  sales,  new 
account  development,  and  sales  team 
management.  This  is  an  excellent 
career  opportunity  in  Brooklyn's  strong 
marketplace.  Send  resume  to  Box 
P25D,  One  Irving  Place,  New  York, 
NY  10003. 


ADVERTISING  DIRECTOR;  The  Citizen, 
a  15,000  NY  daily  seeks  a  motivated 
leader  to  serve  as  the  head  of  the 
advertising  department.  The  ideal  can¬ 
didate  must  possess  excellent  commu¬ 
nication  skills,  the  ability  to  lead 
through  motivation  and  be  willing  to 
work  in  a  hands  an  capacity.  Excellent 
compensation  and  benefits  package. 
Send  resume,  cover  letter  and  salary 
requirements  to  The  Citizen,  Richard  J. 
Emanuel,  publisher,  25  Dill  Street, 
Auburn,  NY  1 3021 .  Or  E-mail  to: 
rjel@tds.net 

All  replies  kept  confidential 
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HELP  WANTED 


ADVERTISING 


ADVERTISING  MANAGER 

The  Sidney  Daily  News,  a  division  of 
Amos  Press  Inc.,  o  Total  Quality  pub¬ 
lishing  company,  has  a  position  avail¬ 
able  Tor  an  experience  newspaper 
advertising  department  manager.  The 
responsibilities  of  this  highly  visible, 
key  position  include  supervising  our 
retail  and  classified  ad  sales  staffs, 
creting  and  developing  od  promo¬ 
tions,  handling  sales  calls  to  major 
accounts  and  managing  our  computer 
based  design  operations. 

The  position  reguires  experience  in 
managing  ad  sales,  the  ability  to  be 
creative  and  innovative  in  the  devel¬ 
opment  of  sales  promotions,  effective 
selling  skills,  and  the  ability  to  motivate 
and  develop  ad  sales  people. 

If  you  have  been  searching  for  a  great 
opportunity  with  an  award  winning 
daily  newspaper,  we  would  like  to 
hear  from  you.  Please  send  resume 
and  cover  letter  (please  include  salary 
requirements)  to: 

HUMAN  RESCXJRCES  DIREOGR  (AM) 
AMOS  PRESS  INC. 

P.O.BOX  41 29 
SIDNEY,  OH  45365-4129 

Amos  Press  is  an 
Equal  Opportunity  Employer 


ADVERTISING 


CLASSIFIED  ADVERTISING  MANAGER 


Challenge.. 


...all  of  this  and  more.  Come  to  work 
for  an  award  winning  daily  newspaper 
and  find  out  what  all  the  buzz  is  about. 

You  must  have  the  drive  to  succeed,  the 
flair  or  origination,  the  vision  of  a  true 
leader,  the  sophisticatian  of  a 
diplomat,  and  the  determination  to 
make  it  happen. 

You  must  be  a 

“one-in-a-million”  type  person 

Classified  newspaper  experience  is 
required.  Experience  with  spreadsheets 
(Excel),  Internet,  front-end  systems, 
management,  promotions,  budgets, 
voice  personals,  proposal  writing, 
rates,  statistical  analysis,  conflict  resolu¬ 
tion,  hiring/firing,  recruitment,  train¬ 
ing,  and  alliances  are  preferred  but  not 
mandatory. 

If  you  are  ready  to  make  an  exciting 
career  move,  mail  your  resume  today 
to  Box  08555,  Editor  &  Publisher. 


ADVERTISING 


ADVERTISING  SALES  MANAGER 

The  Kokomo  Tribune  is  seeking  an 
Advertising  Sales  Manager.  This 
person  must  be  a  team  player  who  is 
motivated  and  enthusiastic.  The 
qualified  candidate  will  lead  the  out¬ 
side  sales  staff  and  telemarketing 
department,  and  must  hove  strong  peo¬ 
ple  and  management  skills.  The 
Advertising  Sales  Manager  will  be 
responsible  for  revenue,  cross-sell 
efforts,  goals  and  budgeting,  fore¬ 
casting  and  sales  strategy. 

Competitive  salary  based  on  qualifica¬ 
tions  and  experience  with  monthly  goal 
based  commission  plon.  Excellent 
benefits.  Send  resume  and  salary 
requirements  to: 

Robyn  C.  McCloskey 
Regional  Advertising  Director 
Thomson  Indiana 
300  N.  Union  Street 
Kokomo,  IN  46904 

FAST-GROWING  professional  pub¬ 
lisher  with  4  national  titles  needs 
energetic  and  aggressive  salespeople 
to  work  with  existing  accounts  and 
build  new  ones.  Work  in  a  fun,  casual 
office  on  publications  for  lawyers,  and 
golf  course  professionals.  Salary  plus 
commission  up  to  $55K  (based  on 
experience)  and  benefits.  Unlimited 
earning  potential.  Send  resume  and 
cover  letter  to  Personnel  S3,  The  Asso¬ 
ciate,  2035  N.  Lincoln  Street,  Suite 
205,  Arlington,  VA  22207. 


Fop  Business  Card  advertising, 
call  (212)  6754380, 
ext.  171, 173 
Contract  rates  avaiiabie 


0\tedotN 


Schedule  on:  July  18 
August  8 

SsplMuliip  18 
Ottubcp  17 
Nuvuilur  7 
Deceuiber  5 


ADVERTISING 


CLASSIFIED  ADVERTISING  DIREaOR 

New  Times,  Miami's  largest  weekly 
publication,  seeks  a  Classified  Advertis¬ 
ing  Directar.  The  ideal  candidate  will 
be  a  hands  on  manager  who  is  a  vi¬ 
sionary  leader  and  understands  the 
dynamics  of  what  it  takes  to  grow  mar¬ 
ket  share  and  revenues  via  an  inside 
sales  team.  A  proven  track  record  in 
recruiting  and  training  top  notch  sales 
professionals  is  paramount.  A  back¬ 
ground  in  telemarketing  management 
is  preferred.  Miami  New  Times  is  part 
of  the  New  Times  chain  of  news  week¬ 
lies.  New  Times  offers  a  competitive 
salary,  lucrative  bonus  and  benefits  of 
70K  plus.  Pleose  forward  resume  to 
Michael  Cohen,  publisher.  New  Times, 
2800  Biscayne  Blvd.,  Miami,  FL 
33137,  or  Fax  to  (305)  571-7677,  or 
E-mail  to: 

michael_cohen@miaminewtimes.com 

RECENTLY-RETIRED  SALES  EXECUTIVE 
needed  as  publisher  for  3  year  stint  at 
Midwest  county  seat  paper.  Full  bene¬ 
fits,  good  pay,  superb  profit  sharing. 
Can  be  very  lucrative  for  the  right 
person.  Reply  to  Box  08527,  Editor  & 
Publisher. 

REGIONAL  ADVERTISING  MANAGER 

The  fastest  growing  newspaper  in  the 
state.  The  Daily  Advertiser  in  Lafayette, 
Louisiana,  is  seeking  an  experienced 
regional  advertising  manager  capable 
of  overseeing  the  daily  operation  of  the 
outside  advertising  sales  staff. 
Responsibilities  include  providing  lead¬ 
ership  for  the  staff  to  ensure  sales  goals 
are  met  while  cantrolling  expenses  and 
achieving  the  department  budget.  This 
position  requires  planning  sales 
strategies  and  assisting  in  the  devel¬ 
opment  and  launch  af  new  product 
initiatives.  Requirements  include  a  B.A. 
or  B.S.  in  Mass  Communications, 
Advertising,  Marketing,  Sales  or  Jour¬ 
nalism  with  experience  in  both  retail 
and  classified  advertising  sales  dis¬ 
ciplines.  Excellent  organization  and 
time  management  skills  required. 
Offers  an  excellent  salary  plus  bonus 
opportunity  and  comprehensive  bene¬ 
fits  program.  Qualified  candidates 
should  send  their  resume  to  Regional 
Advertising  Manager,  P.O.  Box  5310, 
Lafayette,  LA  70502  or  Fox  (31 8)  233- 
5340. 

SALES  MANAGER 

The  Palo  Alto  Daily  News  is  looking  for 
an  experienced,  ambitious  sales  per¬ 
son  to  lead  their  advertising  depart¬ 
ment.  Send  resume: 

Jim  Povelich 
329  Alma  Street 
Palo  Alto,  CA  94301 
or  fax:  (650)327-0676 


Editor  6?  Publisher; 
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link  of  the  newspaper 
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ADVERTISING 

SALES  REPRESENTATIVE 


_ ADVERTISING _ 

RECRUITMENT  ADVERTISING 
SALES  MANAGER 

Join  the  best  newspaper  recruitment 
advertising  department  in  the  hottest 
recruitment  advertising  market  in  the 
country. 

Responsible  for  management,  lead¬ 
ership  and  development  of  recruitment 
advertising  revenue  for  the  San  Jose 
Mercury  News  and  its  customers. 
Working  with  the  soles  staff  to  estab¬ 
lish  and  achieve  advertising  sales 
goals.  Work  directly  with  customers  to 
develop  marketing  strategies  that 
effectively  meet  their  objectives.  Devel¬ 
oping  the  skills  and  competencies  of 
the  soles  staff. 

The  ideal  candidate  must  have  a  4- 
year  college  degree  in  advertising, 
marketing  or  equivalent  job  experi¬ 
ence.  Minimum  of  4-years  experience 
in  sales  and  marketing  management. 
Demonstrated  success  identifying  and 
developing  successful  growth  strategies. 
Successful  experience  leading  change 
initiatives  and  developing  the  capabilities 
of  the  sales  staff. 

We  offer  competitive  compensation 
and  benefits  package.  Qualified  appli¬ 
cants  should  submit  their  resume  and 
salary  requirements  by  mail,  fax  or 
E-mail  in  Microsoft  Word  for  Windows 
or  text  format  to  jobs@sjmercury.com 

Fax  (408)  271 -3689 
Re:  Recruitment  Advertising 
Sales  Manager 
Human  Resources  Department 
San  Jose  Mercury  News 
750  Ridder  Park  Drive 
San  Jose,  CA  951 90 
Equal  Opportunity  Employer 


NEWSPAPER 


_ ADVERTISING _ 

RETAIL  ADVERTISING  MANAGER 

The  Pensacola  News  Journal,  a  Gan¬ 
nett  Company,  Inc.  newspaper,  seeks 
an  aggressive  goal-oriented  manager 
to  lead  its  staff  of  retail  sales  pro¬ 
fessionals  in  a  competitive,  growing 
market. 

The  successful  candidate  must  have  a 
demonstrated  ability  to  develop  and 
build  marketing  strategies  and  pro¬ 
grams  to  advance  market  share  and 
revenue  goals.  The  RAM  is  also 
responsible  for  developing,  motivating 
and  mentoring  the  sales  team,  through 
coaching,  training  and  incentive  pro¬ 
grams.  We  require  8-10  years  of 
newspaper  soles  experience  with  at 
least  three  years  in  a  supervisory 
capacity.  A  college  degree  or 
equivalent  combination  of  experience 
and  education  is  desired. 

The  Pensacola  News  Journal  is  a 
63,264  circulation  AM  doily  and 
84,672  circulation  Sunday  publication 
on  the  beautiful  Gulf  Coast  of  North¬ 
west  Florida.  We  offer  a  very  com¬ 
petitive  salary  and  benefits  package 
and  the  opportunity  to  grow  within 
Gannett,  an  industry  leader  for  career 
opportunities.  If  qualified,  please  send 
resume  and  cover  letter  (including 
salary  history  and  references)  to  Tim 
Regan,  human  resources  director.  The 
Pensacola  News  Journal,  P.O.  Box 
12710,  Pensacola,  FL  32574. 

The  Pensacola  News  Journal  is  an 
Equal  Opportunity  Employer  that 
recognizes  and  appreciates  the  bene¬ 
fits  of  diversity  in  the  workplace.  Peo¬ 
ple  who  share  this  belief  or  reflect  a 
diverse  background  are  especially 
encouraged  to  apply. 


RECRUITMENT 


Online  Advertising  Sales  Represen¬ 
tative  based  in  New  York.  Responsible 
for  continued  growth  of  sales  within 
territory.  Includes  maintaining  and  ser¬ 
vicing  existing  accounts  as  well  as  de¬ 
veloping  new  client  base.  Must  demon¬ 
strate  strategic  and  creative  thinking  in 
approach  sales  opportunities  and  ac¬ 
count  analysis.  Requires  2+  years  of 
sales  experience  (preferably  in  high 
tech)  with  a  proven  record  of  meeting 
sales  goals. 

NATIONAL  ACCOUNT  MANAGER 

Looking  for  an  East  Coast  National 
Account  Manager  (to  be  located  in 
Manhattan).  Will  be  responsible  for 
key  account  list  of  clients  and  agencies. 
Includes  maintaining  and  servicing 
existing  accounts  as  well  as  developing 
new  client  base.  Must  demonstrate 
strategic  and  creative  thinking  in 
approaching  sales  opportunities  and 
account  analysis.  Requires  4-5  years  of 
sales  experience  (preferably  in  high 
tech)  with  a  proven  record  of  meeting 
sales  goals. 

Excellent  communication,  presentation 
and  organizational  skills  required. 

EarthWeb,  creators  of  Gamelan,  has 
been  creating  advanced  Internet 
technologies  since  1994.  Since  our 
inception,  our  employees  receive  on  out¬ 
standing  benefits  package  which 
includes:  major  medical,  dental, 
401  (k),  paid  vacation,  and  a  health 
club  membership.  EarthWeb  is  located 
in  mid-town  Manhattan. 

To  learn  more  about  us  please  visit: 
http:/ / www.developer.com 

EOE.  Fax:  (212)  725-6559.  E-mail: 
jobs@earthweb.com.  Include  position 
applying  for  and  ‘Editor  &  Publisher’  in 
subject  heading  of  fax  and/or  E-mail. 


1998  Recruitment  &  Human  Resources  Features 
and  ^Special  Sections 

EtS/P  runs  monthly  recruitment  features  and  special 
sections  highlighting  issues  that  affect  Human 
Resource  professionals  and  employees  at  newspapers. 

To  place  an  advertisement  in  any  of  these  sections 
call  the  E(SfP  Classified  Department  (212)  675-4380. 

Ext.  171  or  173. 


Issue  Dates 

July  11 
♦August  22 
September  19 
October  17 
November  21 
December  19 


Space  Deadlines 

June  30 
August  1 1 
September  8 
October  6 
November  10 
December  8 


SALES  REPRESENTATIVE 
($50-60,000+) 

Internet  service  provider  has  great 
opportunity  if  you  have  experience  sell¬ 
ing  to  key  newspaper  sales  executives 
and  are  net  savvy.  You  will  need  to  live 
near  the  beach  (Atlantic)  and  be  able 
to  travel.  Forward  resume  to  Box 
08547,  Editor  &  Publisher. 


THE  PALM  BEACH  POST 

RECRUITMENT  ADVERTISING  SPECIAL¬ 
IST  -  OUTSIDE  SALES  -  CLASSIFIED 
DEPARTMENT.  THE  PALM  BEACH  POST 
(a  COX  Newspoper)  is  seeking  a 
seasoned  professional  to  make  out¬ 
side  sales  calls  on  recruitment 
agencies  and  major  employers,  main¬ 
taining  nationwide  network  of  agencies 
and  employers,  overseeing  in-column 
and  display  ad  processing,  and 
monitoring  contracts.  Two  years  sales 
experience,  media  preferred,  and  Flor¬ 
ida's  Driver's  License  required.  For  con¬ 
sideration,  please  submit  materials, 
including  references  and  salary  history 
to  HR,  P.O.  Box  24700,  WPB,  FL 
3341 6  or  FAX:  (561)  820-41 92. 


_ ADVERTISING _  j 

TELEMARKETING  MANAGER  |j 

Philadelphia  Newspapers,  Inc.,  pub-  j| 

lisher  of  the  Philadelphia  Inquirer  and  I 

Daily  News  and  founder  of  Philadel-  | 

phia  Online,  is  seeking  an  experi-  ( 

enced,  aggressive,  sales-focused  ! 

Telemarketing  Manager.  This  excep-  , 

tional  individual  must  have  experience  1 

in  managing  a  successful  telemarketing  3 

sales  department,  be  skilled  in  manag-  j 

ing  a  diverse  workforce  and  have  a  prov-  ( 

en  track  record  of  increasing  sales  ' 

results. 

Ideal  candidate  must  hove  superior 
communication  and  leadership  skills, 
possess  a  thorough  understanding  of 
the  latest  telemarketing  technology,  be 
results  driven  and  be  able  to  develop 
strategies  to  consistently  improve 
performance.  I 

i 

We  offer  an  excellent  salary,  bonus  j 

structure  and  a  comprehensive  benefits  j 

package.  For  immediate  consideration 
please  fax  (215)  854-2991  or  send  | 

your  resume  along  with  salary  history  . 

to: 


Joe  Curran 
Human  Resources 
Philadelphia  Newspapers,  Inc. 
400  North  Broad  Street 
Philadelphia,  PA  19101 


VP,  CLASSIFIED  ADVERTISING 

Community  Newspaper  Company, 
Greater  Boston's  fast-growing  media 
company  is  seeking  a  highly  motivat¬ 
ed,  experienced  classified  exec¬ 
utive  to  lead  our  70+  person  staff. 
CNC  publishes  90  weekly  newspapers, 
20  shoppers,  2  dailies  and  numerous 
niche  products  reaching  1 .4  million 
readers  weekly.  Our  ABC-audited  paid 
circulation  is  414,1 1 8  and  free  weekly 
circulation  is  528,024.  Our  award¬ 
winning  newspapers  and  Internet 
products,  combined  with  our  commit¬ 
ment  to  people,  technology,  promotion 
and  training  provide  a  perfect 
backdrop  for  success.  We're  looking 
for  a  top  industry  professional.  A  great 
quality  of  life,  aggressive  compensa¬ 
tion  package  and  first-rate  work  expe¬ 
rience  await  the  right  person.  Please 
send  your  resume  and  salary  history 
and  requirements  to  Attn:  President 
Kirk  A.  Davis,  Community  Newspaper 
Company,  254  Second  Avenue, 
Needham,  MA  02194  or  fax  it  to 
(781)433-6710. 

ART/GRAPHICS 

GRAPHIC  ARTIST/ILLUSTRATOR 

The  Fayetteville  Observer-Times,  a 
75,000  daily  in  North  Carolina,  needs 
a  talented  illustrator/graphic  artist.  The 
top  candidate  can  illustrate  feature 
fronts,  create  maps  and  prepare 
graphics,  has  basic  knowledge  of  the 
Macintosh,  Freehand,  QuarkXPress 
and  Photoshop.  Must  be  able  to  work 
collaboratively  with  other  artists,  page 
designers,  reporters  and  editors.  Send 
resume  and  work  samples  to  Suzanne 
Schubert,  graphics  director,  Fayetteville 
Observer-Times,  P.O.  Box  849,  Fayet¬ 
teville,  NC  28302  or  E-mail  to: 

SUZ3665@fayettevillenc.com 
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HELP  WANTED 


ART/GRAPHICS 


DAILY  SOUTHTOWN  seeks  energetic, 
hard  working  artist  who  can  create 
graphics  and  design  pages.  Must  know 
QuarkXPress,  Photoshop,  Freehand, 
Illustrator.  Send  resume,  references 
and  samples  to  Denise  Friant,  graphics 
editor,  6901  W.  159th  Street,  Tinley 
Park,  IL  60477.  (708)  633-6780. 


CIRCULATION 


ARE  YOU  READY  to  make  the  move  to 
daily?  If  yes,  we're  looking  for  the  right 
person  to  direct  our  zoned  edition  of 
the  Morning  Sentinel.  You'll  be  in 
charge  of  an  eight  member  staff  with 
supervision  over  both  the  editorial  and 
business  divisions  of  this  growing  pub¬ 
lication.  Our  goal  is  to  make  this  the 
best  publication  of  it's  kind  in  the  state. 
Only  the  serious  worker  with  a  general 
degree  of  experience  in  newspaper 
publishing  should  apply. 

We  are  a  1 35-year-old  company  with 
independent  owners  who  offer  a  good 
benefit  package  including  health,  vaca¬ 
tion  and  profit  sharing.  For  more 
details  send  yaur  resume  with  salary 
history  to  the  Morning  Sentinel,  232 
East  Broadway,  Centralia,  IL  62801 . 

CIRCULATION  MANAGER,  Kent- 
Ravenna  Record-Courier,  20,000 
daily,  7  days  per  week,  supervision  of 
mailroom  for  daily  newspaper,  several 
weeklies  and  shoppers.  Resumes  to 
Publisher,  Record-Courier,  P.O.  Box 
1201,  Ravenna,  OH  44266.  Specify 
salary  requirements. 


CIRCULATION 
OPERATIONS  DIREaOR 

The  European  Stars  and  Stripes,  a 
daily  newspaper,  based  in  Griesheim, 
Germany,  seeks  a  Circulation  Opera¬ 
tions  Director  to  oversee  home 
delivery,  single  copy,  transportation, 
and  customer  service  throughout 
Europe,  North  Africa,  and  the  Middle 
East. 

Ideal  candidate  will  have  extensive 
experience  in  home  delivery  and  single 
copy  distribution  of  newspaper/ 
periodicals  to  a  large  geographical 


The  selected  candidate  will  manage  all 
facets  of  transportation,  distribution, 
installation  of  the  new  DSI  circulation 
system,  collections,  and  will  oversee  the 
development  of  carrier  recruitment  and 
retention  programs. 

Must  have  prior  supervisory  experience 
overseeing  distribution  personnel  and 
collections.  Requires  strong  analytical 
skills  to  identify  potential  delivery 
areas,  logistics  experience,  budgeting, 
attention  to  detail,  and  experience  in 
preparing  and  writing  reports. 

Send  resume  to  European  Stars  and 
Stripes,  ATTN:  General  Manager,  Unit 
29480,  APO  AE  09211  or  Fax  to 
(011-49)  6155  601408.  Applications 
will  be  accepted  by  E-mail  at 

dandreac@mail.estripes.osd.mil 
Applications  must  be  received  by  July 
31,1 998  to  be  considered. 

Announcement  NAF 
Position  open  to  US  citizens  only 


CIRCULATION 


HOME  DELIVERY  MANAGER 

For  established,  dominant  mid-sized 
daily  in  the  fast-growing  Provo,  Utah 
area.  We  converted  from  PM  to  AM 
last  summer.  We  need  a  firm,  com¬ 
mitted  and  knowledgeable  leader  to 
manage  our  adult  carrier  force  and 
improve  delivery  service.  This  is  a  great 
opportunity  for  the  right  “take  charge” 
person.  Live  in  one  of  America's  most 
attractive  cities  for  a  Pulitzer  Com¬ 
munity  newspaper.  Respond  by  send¬ 
ing  a  cover  letter  and  resume  to 
Circulation  Director,  The  Daily  Herald, 
P.O.  Box  71 7,  Provo,  UT  84603. 

Fax.  (801)  344-2982 
E-mail:  russ-davis@heraldextra.com 
Competitive  compensation  and  benefit 
package. 


NIE  ACCOUNT  REPRESENTATIVE 

Established  Newspaper  in  Education 
program  needs  energetic  represen¬ 
tative  to  expand  sponsorship  base  and 
provide  full-time  attention  to  pursuing 
corporate  and  educational  funds 
(grants,  etc.)  for  cooperative  promo¬ 
tional  efforts.  Position  is  primarily  out¬ 
side  sales.  Will  report  to  and  assist  the 
NIE  manager  as  needed. 

College  degree  preferred.  Sales  expe¬ 
rience  required.  Teaching  or  educa¬ 
tional  administration  experience 
helpful.  Generous  base  salary  and 
transportation  allowance.  Commission 
and  bonus  available. 

Please  respond  with  resume  and  cover 
letter  to: 

Mobile  Register 
Attn:  NIE  Manager 

P.O.  Box  2488 
Mobile,  AL  36652-2488 

SINGLE  COPY  SALES  MANAGER 
The  Press  of  Atlantic  City  has  an 
immediate  opening  for  a  Single  Copy 
Sales  Manager  who  is  responsible  for 
all  Single  Copy  activities,  and  reports 
directly  to  the  Circulation  Sales  Man¬ 
ager.  The  selected  candidate  must  have 
a  proven  success  of  increasing  circula¬ 
tion  sales  volume,  generating  new 
sales  opportunities,  and  supervising  the 
servicing/collections  of  accounts.  We 
are  seeking  a  team  player  with  a  win¬ 
ning  attitude,  and  the  ability  to  moti¬ 
vate  others.  The  selected  candidate 
must  be  able  to  plan,  implement,  and 
achieve  successful  sales  programs.  A 
minimum  of  6-8  years  of  circulation 
management  experience  is  required. 
Qualified  candidates  should  send  a 
resume,  examples  of  your  successful 
sales  programs,  and  salary  require¬ 
ments  to  Bill  Muller,  circulation  sales 
manager.  The  Press  of  Atlantic  City, 
1000  West  Washington  Avenue, 
Pleasantville,  NJ  08232.  EOE,  M/F 


ECfP’s  Classified 

- ►  ◄ - 

The  newspaper  industiy’s 
meetinf  place. 

(212)  675>4380 


CIRCULATION 


THE  ARIZONA  REPUBLIC  is  looking  for 
an  energetic  Area  Circulation  Man¬ 
ager.  This  position  is  responsible  for 
40K  to  60K  circulation  and  supervision 
and  motivation  of  six  to  eight  district 
managers. 

The  successful  candidate  will  have  a 
possion  for  the  circulation  field,  a  posi¬ 
tive  attitude  and  a  demonstrated  ability 
to  achieve  results  in  service,  circulation 
growth  and  marketing. 

A  minimum  two  years  college  degree 
in  a  business  related  field.  Four  to  six 
years  of  previous  circulation  manage¬ 
ment  experience  or  equivalent  is  pre¬ 
ferred. 

Mail  cover  letter,  resume,  salary  history 
and  references  to: 

Mark  Mesalam  036 
The  Arizona  Republic 
Post  Office  Box  1 950 
Phoenix,  AZ  85001 
E-mail:  mark.mesalam@pni.com 

Equal  Opportunity  Employer 


:  THE  DICKINSON  PRESS  is  seeking  a 
:  circulation  professional  interested  in 
:  jaining  on  excellent  newspaper  and 
:  parent  company.  This  position  man- 
:  ages  the  daily  newspaper,  weekly 
:  shopper,  delivery  and  mailroom  opera- 
:  tions.  Qualifications  should  include  at 
i  least  district  management  experience, 
:  computer  literacy  and  a  desire  to  help 
:  grow  a  solid  newspaper.  Please 
I  respond  to  Peter  Rogers,  publisher.  The 
i  Dickinson  Press,  P.O.  Box  1 367, 
:  Dickinson,  ND  58601 . 


ARE  YOU  GOOD  ENOUGH  TO 
PRODUCE  A  SPORTS  SECTON 
DEUVERED  AROUND  THE  WORLD? 

If  so,  we're  looking  for  you!  European 
and  Pacific  Stars  and  Stripes,  the  daily 
First  Amendment  newspaper  for  service 
people  overseas,  is  searching  for  on 
Assistant  Managing  Editor/Sports  to 
join  a  dynamic,  creative  team  of 
journalists  in  the  Central  office  in 
Washington,  DC.  Our  readers  love 
sports  -  all  sports  -  so  Stripes  is  looking 
for  a  newsroom  leader  with  the  savvy 
to  produce  a  great  section  that  covers 
everything  from  high  school  football  to 
World  Cup  soccer  with  some  NASCAR 
racing  and  college  hoops  mixed  in.  It's 
an  exciting,  challenging  time  to  be  with 
Stars  and  Stripes  and  we're  looking  for 
a  proven  newsroom  leader  (sports 
editor  or  assistant  at  a  daily  newspa¬ 
per)  who  can  bring  energetic,  original 
thinking  to  the  table.  In  addition  to 
being  passionate  about  journalism  and 
sports,  the  AME  we're  looking  for  can 
help  make  us  a  better  newspaper  with 
the  inquisitiveness  of  a  reporter  and  the 
meticulousness  of  a  copy  editor. 
Pagination  skills  definitely  score  points! 
Salary  range  it  $50,000  -  $60,000. 
Interested  in  c  great  opportunity?  Send 
a  resume,  five  work  samples  and  a 
cover  letter  describing  how  your  skills 
would  benefit  our  readers,  to  NAF 
Personnel  Office,  Building  1 1 ,  Room  2- 
106  WRAMC,  Washington,  DC 
20307-5001.  Applications  must  be 
received  by  July  15,  1998.  Stars  and 
Stripes  is  an  Equal  Opportunity 
Employer. 


ASSISTANT  BUREAU  CHIEF 

Bloomberg  News  is  seek  ng  an  Assis¬ 
tant  Bureau  Chief  to  help  run  day-to- 
day  operations  of  its  fast-growing  San 
Francisco  office.  We  need  aggressive 
business  journalists  who  can  leod  a 
crew  of  eager  reporters  covering  every¬ 
thing  from  computers,  software  and 
chips  to  banking,  health  care  and  enter¬ 
tainment.  Five  years  of  experience  with  a 
major  news  organization  is  preferred. 

Please  send  resume  and  writing  clips 
to:  H.  Horder,  Human  Resources  Depart¬ 
ment,  SF-E&P,  BLOOMBERG  L.P.,  499 
Park  Avenue,  New  York,  NY  10022. 
Fax:  (21 2)  940-1954;  E-mail. 

careers@bloomberg .  com 
No  phone  calls,  pLrase 
EOEM/F/D/V 

For  additional  career  opportunities,  visit 
our  website:  www.bloomberg.com 

BLOOMBERG  L.P. 


ASSISTANT  CITY  EDITOR 
The  Bakersfield  Californian,  an 
85,000-circulation  daily  in  Central 
California,  is  seeking  an  assistant  city 
:  editor  in  its  team-oriented  newsroom. 

•  We're  looking  for  a  p>assionate 
I  journalist  who  can  help  nurture  a 
:  young  but  talented  staff  of  21  reporters 
:  and  6  correspondents.  You'll  be  one  of 
I  six  team  leaders,  and  one  of  four  peo- 
i  pie  in  our  metro  editing  teom.  Appli- 
:  cants  should  have  a  minimum  of  three 
j  years'  daily  newspaper  experience 
:  (some  editing  preferred),  good  com- 
;  munication  and  organizational  skills, 

:  and  a  commitment  to  excellence. 

I  Please  send  a  cover  letter,  resume  and 
j  work  samples  to  The  Bakersfield  Cali- 
:  fornian.  Human  Resources,  Assistant 
i  City  Editor,  P.O.  Bin  440,  Bakersfield, 

:  CA  93302-0440;  or  E-mail  to: 

i  bwood@bakersfield.com 

i  ASSISTANT  CITY  EDITOR/WEEKENDS 
i  at  57,000  north  Florida  daily.  We're 

•  looking  for  someone  who  knows  words 
I  and  can  take  control  of  the  Sunday 
:  paper  and  guide  special  projects. 

:  We're  a  New  York  Times  Company 
:  paper  situated  in  what  Money  moga- 
:  zine  a  couple  of  years  ago  called 
i  America's  most  livable  city.  Excellent 
j  salary  and  benefits.  Send  resume,  clips 
:  or  sections,  and  a  letter  about  who  you 
:  are  to  Donald  Luzzatto,  metro  editor, 

:  The  Gainesville  Sun,  P.O.  Box 
I  147147,  (Jainesville,  FL  3261 4-71 47. 

;  E-mail:  luzzatd@gvillesun.com 
j  Fax:(352)338-3128 

j  ASSISTANT  COPY  EDITOR/LISTINGS 
i  EDITOR  for  weekly  Jewish  newspaper. 

I  Assist  copy  editor  during  heavy  prod- 
:  uction  period  and  edit  listings  and 
j  special  weekly  sections.  Knowledge  of 
I  Jewish  issues  essential.  Resume  to 
:  Editor,  Jewish  Exponent,  226  S.  16th 
;  Street,  Philadelphia,  PA  19102.  Or  fax 
i  to  (21 5)  546-3957. 

I  ASSISTANT  FEATURE  EDITOR  wanted 
I  for  56,000-i-  daily  in  college  town.  This 
;  is  a  writer/editor  position:  College 
j  degree,  3-5  years'  daily  experience, 
:  good  organizational  and  copy-editing 
j  skills  essential.  Must  be  a  strong  idea 
:  person.  Will  assist  features  editor  in 
I  planning  and  executing  daily  and 
;  special  sections.  Send  cover  letter  and 
I  resume  to  Diane  Chun,  features  editor, 
:  The  Gainesville  Sun,  P.O.  Box 
:  147147,  Gainesville,  FL  32614-7147. 
•:  Or  fax  (352)  338-31 28 
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HELP  WANTED 


_ EDITORIAL _ 

ASSISTANT  HOMES  EDITOR 

Seeking  imaginative  and  artistic 
feature  writer  to  showcase  comfortable 
Southern  style,  decorating  ideas  and 
home  features  for  Southern  Living 
Magazine  readers.  Degree  in  Interior 
Design,  English,  Journalism  or  related 
field.  Working  knowledge  of  design, 
art,  and  architecture.  Five  years  expe¬ 
rience  preferred.  Submit  cover  letter, 
resume,  and  salary  requirements  to 
Wanda  Stephens,  Southern  Living 
Magazine,  P.O.  Box  523,  Birming¬ 
ham,  AL  35201. 


ASSISTANT  NEWS  EDITOR:  Strong 
manager  needed  to  help  oversee  5- 
person  news  desk  at  top  Bay  Area 
daily.  Minimum  3  years  copy  desk 
experience.  Editing,  headlines,  design, 
QuarkXPress  required.  Night,  weekend 
shifts.  Tearsheets,  references  to  Maureen 
Fissolo,  Box  47,  Fairfield,  CA  94533; 
E-mail: 

drnews@dailyrepublic.com 


ASSISTANT  SPORTS  EDITOR 
The  Savannah  Morning  News  award¬ 
winning  sports  section  seeks  assistant 
sports  editor.  Require  strong  copy  edit¬ 
ing  and  writing  coach  skills  and  a 
desire  to  work  in  a  strong  team- 
based  environment.  Three  years  ex¬ 
perience  preferred.  Send  resume  to 
Anthony  Stastny,  Savannah  Morning 
News,  P.O.  Box  1 088,  Savannah,  GA 
31402. 


_ EDITORIAL _ 

ASSISTANT  MANAGING  EDITOR 

We  are  looking  for  a  dynamic  self¬ 
starter  to  assist  the  managing  editor  in 
creating  a  vibrant  newsroom.  The  suc¬ 
cessful  candidate  must  excel  in  com¬ 
munication,  know  all  aspects  of  the 
newsroom  function  and  bring  creative 
ideas  to  the  position.  The  assistant 
managing  editor  will  work  with  both 
desk  personnel  and  reporters,  helping 
to  build  bridges  of  communication  for 
both  the  staff  and  our  readers.  The  suc¬ 
cessful  candidate  will  assist  in  imple¬ 
menting  new  ideas  garnered  from  our 
recent  reader's  survey.  Please  send  a 
cover  letter  explaining  why  you  want  to 
join  our  news  team,  samples  of  your 
work,  a  resume  including  references  to 
Mary  Woolsey,  managing  editor, 
Wyoming  Tribune- Eagle,  702  West  Lin- 
cofnway,  Cheyenne,  WY  82001  or  E- 
mail  maryw@wyomingnews.com  or  fax 
(307)  638-7330  (e-mail  and  faxed 
communications  must  include  all  ele¬ 
ments  requested  above). 

ASSISTANT  SPORTS  EDITOR:  The  Col¬ 
umbus  Ledger-Enquirer  is  looking  for  a 
person  with  strong  design  ancT  copy 
editing  skills  to  join  our  award-winning 
staff.  Applicants  should  have  the  ability 
to  work  at  a  fast  pace  under  strict 
deadlines.  Position  is  available  imme¬ 
diately.  Send  resume/layout  samples  to 
Kevin  Price  at: 

price@ledgerenquirer.com 
or  mail  to  Kevin  Price,  1 7  W.  1 2th 
Street,  Columbus,  GA  31 907. 


_ EDITORIAL _ 

ASSISTANT  SPORTS  EDITOR 
ARLINGTON  MORNING  NEWS 
Arlington  metropolitan  daily  is  looking 
for  a  oright,  aggressive  person  who  is 
versatile  enough  to  write  one  day  and 
run  the  desk  the  next.  Send  resume, 
layouts  and  writing  samples  to  Mark 
Konradi,  Arlington  Morning  News, 
1112  CopelancT  Road,  Suite  400,  Ar¬ 
lington,  TX  7601 1 . 

ASSISTANT  SPORTS 
BUSINESS  EDITOR 

Nationally  respected  sports  business 
publication  seeks  Assistant  Editor 
responsible  for  newsgathering,  writing, 
production  and  editing.  Job  based  in 
Charlotte,  NC.  AE  will  monitor  and 
analyze  sports  business  news  in  over 
100  markets  each  morning  and  be 
responsible  for  originating  new  story 
ideas,  along  with  managing  editorial 
staff  of  up  to  ten  writers.  Applicants 
should  have  excellent  knowledge  of  the 
sports  industry;  strong  writing  skills; 
ability  to  work  at  a  fast  pace  under  a 
strict  deadline;  strong  communication 
skills;  creativity  and  computer  profi¬ 
ciency.  Please  send  resume/writing 
samples  and  salary  requirements  to 
Abraham  Madkour  to: 

thedaily@sportsbi  zda  i  ly.com 
Or  send  resume  to: 

Abraham  Madkour 
The  Sports  Business  Daily 
1 2  South  Main  Street,  Suite  401 
South  Norwalk,  CT  06854 


ASSISTANT  SPORTS  EDITOR  -  If  you 
like  sports,  we'll  give  you  all  you  want. 
The  Tribune-Democrat  in  Johnstown, 
PA  (49,000  daily  -  53,000  Sunday)  is 
looking  for  an  Assistant  Sports  Editor 
who  can  handle  the  full  schedules  of 
32  high  schools,  and  player- 
development  franchises  in  professional 
hockey  and  baseball.  We're  in  Pitts¬ 
burgh  Steeler,  Penguin  and  Pirate 
country  between  Pitt  and  Penn  State. 
This  is  a  management  position  that 
involves  copy  editing,  design,  schedul¬ 
ing,  coverage  and  yes,  you'll  write  a 
column.  If  you're  ready  to  step  up, 
send  resume  and  clips  to  Human 
Resources  Manager,  The  Johnstown 
Tribune  Publishing  Company,  P.O.  Box 
340,  425  Locust  Street,  Johnstown,  PA 
15907-0340. _ 

AnENTION  NEWSPAPER  EDITORS! 
Like  a  dynamic  challenge  that  will  be 
fulfilling?  4,000+  PM  daily  in  northern 
Illinois,  seeks  managing  editor  with 
management  and  supervisory  skills, 
creative  design  talents,  editing  and 
hands-on  writing  ability  —  with  positive 
attitude  to  lead  newspaper  into  the 
21  st  Century.  Creative  vision  needed  to 
grab  readers  in  one  of  the  fastest  grow¬ 
ing  markets  in  Illinois.  Excellent 
opportunity  to  grow  a  newspaper  —  job 
starts  right  away!  Send  resume,  letter, 
and  clips  to  Patrick  B.  Mattison, 
Belvidere  Daily  Republic,  401  Whitney 
Boulevard,  Belvidere,  IL  61 008. 

CALIFORNIA'S  TOP  mid-size  weekly  is 
seeking  an  editor.  Candidate  should 
have  solid  management,  editing,  writ¬ 
ing  and  organizational  skills.  QuarkX¬ 
Press  experience  preferred.  Send  cover 
letter  and  resume  to  Eric  Henry,  gen¬ 
eral  manager,  Tahoe  World,  P.O.  Box 
1 38,  Tahoe  City,  CA  961 45.  E-mail: 
world@tahoe.com 


_ EDITORIAL _ 

BUSINESS  JOURNALIST  wanted  for 
Wall  Street  research  associate  job  in 
Boston.  Ideal  candidate  works  on 
metro  business  desk  and  wants  to  join 
the  corporate  ranks.  We're  looking  for 
high  intelligence,  analytical  curios¬ 
ity,  strong  interviewing  and  writing 
skills,  interest  in  technology,  bachelor's 
degree  and  a  burning  desire  to 
learn.  Spreadsheet,  financial  analysis, 
accounting  background  a  plus.  Hard 
work,  excellent  compensation  and  a 
shot  at  the  brass  ring  if  you  excel. 

E-mail  resume  and  5  best  clips  to: 
tudor@mediaone.  net 


BUSINESS  REPORTERS:  We  need  two. 
You  need  the  standard  set  of  skills,  plus 
the  passion  to  build  a  hot  daily  busi¬ 
ness  report  that  delivers  both  details 
and  context.  Our  community  is  amid  its 
bigges^  development  boom  ever,  and 
there's  more  to  come.  The  people  need 
to  read  all  about  it.  Join  us,  join  Knight 
Ridder.  Break  news  daily,  shoot  for  the 
front  page,  stretch  out  a  little  in  our 
new  quarterly  tab.  We  sell  52,000 
papers  daily,  67,000  Sunday.  Send 
bio,  resume,  references,  clips  ASAP  to 
Carol  Hazard,  business  editor,  Col¬ 
umbus  Ledger-Enquirer,  P.O.  Box  71 1 , 
Columbus,  GA  3 1 902. 


CITY  EDITOR:  The  Progress-Index, 
1 9,700  circulation,  in  Central  Virginia, 
is  seeking  a  city  editor  with  strong 
news  background.  Candidate  must  be 
able  to  work  with  news  staffers  to  gen¬ 
erate  vibrant  stories  that  bring  the  com¬ 
munity  to  life.  The  position  requires 
strong  writing  and  editing  skills. 
Pagination  and  supervisory  experience 
a  must.  Send  resume,  page  design  sam¬ 
ples  and  salary  requirements  to 
Elizabeth  Hedgepeth,  The  Progress- 
Index,  P.O.  Box  71 ,  Petersburg,  VA 
23804. 


COMMUNITY  UFE  EDITOR/WRITER 
wanted  for  small  but  growing  daily. 
Must  possess  QuarkXPress  pagination 
skills,  organizational  ability,  copy  edit¬ 
ing  skills.  Send  clips,  resume,  salary 
requirements  to  Hank  Rowland,  manag¬ 
ing  editor.  The  Brunswick  News,  P.O. 
Box  1557,  Brunswick,  GA  31521- 
1557. 


COPS/CITY  REPORTER  for  Central,  FL 
2  time  weekly.  Experience  preferred, 
but  will  consider  recent  graduate. 
Candidate  should  be  aggressive  and 
have  initiative.  Send  clips,  resume  to 
Osceola  News-Gazette,  P.O.  Box 
422068,  Kissimmee,  FL  34742.  Or 
E-mail  to  OsceolaNG@aol.com 


j  COPY  EDITOR  -  50,000  Zone  2  AM 
:  daily  and  Sunday  needs  a  word 
i  person,  a  style  enforcer,  someone  who 
;  cares  about  the  language  and  editing, 
i  who  can  write  solid,  punchy  headlines 
:  and  meet  deadlines  every  night. 
;  Interested  individuals  should  submit  a 
I  resume  and  cover  letter  to  Human 
:  Resources  Manager,  The  Johnstown 
;  Tribune  Publishing  Company,  P.O.  Box 
I  340,  425  Locust  Street,  Johnstown,  PA 
:  15907-0340. 


E6?P 


m 


lassified 


It's  Your  People-to-People 
Meeting  Place 

ind  your  editor,  advertising  manager,  artist, 
sales  representative,  circulation  manager, 
public  relations  or  production  person  with 
an  ad  in  Editor  &  Publisher.  We  reach  the  work¬ 
ing  journalists  you  want  to  reach,  every 
week...  83,000  strong. 

Rate  information  is  at  the  end  of  the  Classified 
section.  To  increase  accuracy  and  expedite 
placement.  Fax  your  ad  to  (212)  929-1259, 
e-mail  to  mattw@mediainfo.com,  or  mail  it  to: 

Editor  &  Publisher 
Classified  Department 
11  W.  19th  Street,  New  York,  NY  10011 
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HELP  WANTED 


_ EDITORIAL _ 

COPYEDITOR/DESIGN 

The  Richmond  County  Doily  Journal  in 
Rockingham,  NC,  an  8,700  daily  is 
seeking  a  designer/copy  editor.  Duties 
include  editing  stories,  writing  and 
designing  section  fronts  and  inside 
pages.  Pagination  and  Mac  ability  a 
plus.  Send  resume,  work  samples  and 
salary  range  to  Publisher,  P.O.  Box 
1 888,  Rockingham,  NC  28380. 


COPY  EDITOR/DESIGNERS 

You'd  like  to  be  a  top  dog,  but  you're 
running  ragged  with  the  rest  of  the 
pack.  We're  looking  for  a  strong 
pedigree.  The  Indianapolis  Siar  and 
News  have  immediate  openings  for 
copy  editors  who  have  an  unerring 
scent  for  the  language  and  a  bird- 
dog's  instincts  for  presentation.  Ideal 
candidates  will  have  three  to  five  years 
experience  at  a  metro  daily  handling  a 
variety  of  desk  duties.  Our  current 
openings  ore  in  Sports  and  Features, 
but  we  are  seeking  blue-ribbon  win¬ 
ners  of  all  breeds.  Send  resume  and 
work  samples  to  the  Human  Resources 
Department  of  Indianapolis  Newspa¬ 
pers,  307  North  Pennsylvania  Street, 
Indianapolis,  IN  46204. 

COPY  EDITOR:  Aggressive  small-town 
daily  in  Zone  8  is  seeking  a  words 
master  with  strong  editing,  headline 
writing  and  design  skills.  J-degree, 
experience  preferred.  Send  letter, 
resume,  clips,  references  to  Box 
08554,  Editor  &  Publisher. 


COPY  EDITOR:  Can  you  edit  to  make 
stories  better,  write  bright  heads, 
design  compelling  pages?  Want  a  posi¬ 
tion  where  you  can  grow  and  move 
up?  Contact  James  H.  Denley,  editor, 
Abilene  Reporter-News,  100  Cypress 
Street,  Abilene,  TX  79601 . 

denleyj@abinews.com 

COPYEDITOR 

The  Boston  Herald  has  a  full-time  open¬ 
ing  for  a  copy  editor  on  its  features 
desk.  Successful  candidate  will  be  a 
wordsmith  with  three  to  five  years  of 
editing  and  design  experience  at  a 
daily  newspaper.  Working  knowledge 
of  QuarkXPress  is  vital. 

If  you're  known  for  snappy  headlines 
and  are  looking  for  a  fun  place  to 
work,  please  send  resume,  cover  letter 
and  work  samples  to  Jim  Kiley,  assis¬ 
tant  managing  editor/features,  Boston 
Herald,  P.O.  Box  2096,  Boston,  MA 
02106.  No  phone  calls,  or  E-mail, 
please. 

DESIGN  EDITOR  -  for  award-winning, 
twice-weekly  in  Lake  Tahoe.  QuarkX¬ 
Press  a  must.  Send  resume,  samples  to 
Irvin  Goldberg,  P.O.  Box  7820,  Incline 
Village,  NV  89452  or  E-mail: 

bonanza@tahoe.com 


The  very  first  step  towards  success  in 
any  occupation  is  to  become  interested 
in  it 

Sir  William  Osier 


_ EDITORIAL _ 

DESIGNERS  WANTED 

Louisiana's  “Newspaper  of  the  Year”  is 
looking  for  designers  who  con  use  their 
QuarkXPress  skills  to  create  attractive 
pages  that  will  lure  and  excite  readers 
in  this  booming  town  located  in  the 
heart  of  “Cajun  Country”.  The  region 
and  The  Daily  Advertiser  are  growing 
fast  and  we  need  applicants  that  want 
to  be  part  of  a  team  that  produces  the 
“Best  Designed”  newspaper  in  Louis¬ 
iana  and  Mississippi.  Copy  editing 
experience  is  a  must.  Company  bene¬ 
fits  are  excellent.  Send  resumes  and 
clips  of  your  work  to  Director-Human 
Resources,  The  Daily  Advertiser,  P.O. 
Box  5310,  Lafayette,  LA  70502. 


DIREaOR  OF  PHOTOGRAPHY 
The  Patriot-News,  a  1 00,000-circulation 
daily  in  the  capital  of  Pennsylvania, 
is  looking  for  a  person  to  lead  its  photo 
staff. 

We  want  someone  with  a  passion  for 
photojournalism  and  for  local  news 
who  can  work  with  our  staff  to  plan  cov¬ 
erage  and  help  an  award-winning 
department  get  even  better.  The  perfect 
candidate  is  creative,  disciplined, 
technologically  savvy  and  with  some 
previous  management  experience. 

Candidates  should  send  resume  and 
portfolio  to  Managing  Editor  Tom 
Baden,  The  Patriot-News,  P.O.  Box 
2265,  Harrisburg,  PA  1 71 05. 


EDITOR/REPORTER.  Major  interna¬ 
tional  news  agency  seeks  experienced 
journalist  for  its  Washington  desk. 
Solid  knowledge  of  French  and 
Spanish  required.  Send  resumes  and 
clips  to  Agence  France  Presse,  1015 
1 5th  Street  NW,  Suite  500,  Washing¬ 
ton,  DC  20005.  Attn:  Chris  Boian. 

EDITOR/WRITER 

Experienced  reporter/editor  to  work 
on  the  news  desk  two  nights  a  week 
and  be  a  general  assignment  reporter 
three  days  a  week  at  The  Daily  Times 
of  Farmington,  NM,  a  daily  18,700 
circulation  paper  in  the  Four  Corners 
area.  Resume  and  clips  to  Wayne 
Leopold,  managing  editor.  The  Daily 
Times,  P.O.  Box  450,  Farmington,  NM 
87499,  or  E-mail: 

dtimes@cyberport.com 


EDITORIAL  CONTENT  MANAGER 
ONUNE  SERVICES 

Experienced  journalist  with  web  pub¬ 
lishing  experience,  is  familiar  with  web 
site  architecture,  graphic  design  and 
interactive  software,  to  manage  and 
help  produce  quality  editorial  content 
for  our  new  media  products.  Knowl¬ 
edge  of  Northwest  Indiana  and  South 
Suburban  Chicago  markets  a  plus. 
Send  all  resumes  to  Human  Resource 
Director,  The  Times,  601  45th  Avenue, 
Munster,  IN  46321 . 

We  are  an  equal  opportunity  employ¬ 
er.  We  do  not  discriminate  on  the 
basis  of  race,  religion,  color,  sex,  age, 
national  origin,  citizenship,  disability 
or  any  protected  category. 


_ EDITORIAL _ i 

EDITORS  &  WRITERS  WANTED.  I 
Monthly  bulletin  lists  200-f  current  : 
openings  nationwide.  Entry/early  : 
career.  Writer-Editor-EP,  P.O.  Box  : 
40550,  51 36  MacArthur,  Washing-  • 
ton,  DC  200 1 6;  (703)  506-4400.  I 


EDITOR-IN-CHIEF,  Computing  Japan 
Magazine.  Interest  in  technology,  busi¬ 
ness  and  Japan  a  must.  Willing  to 
relocate  to  Tokyo.  Five+  years  editorial 
experience,  good  interpersonal  skills, 
organizational  abilities. 

http://www.cjmag.co.jp/jobs 
or  fox  (01 1)81-3-3499-2199 


EDITOR/REPORTER 

To  cover  dynamic  legal  topics  and  take 
charge  of  publications.  Ideal  candi¬ 
date:  experienced  and  ambitious  news 
gatherer,  independent  worker,  and  a 
great  writer  under  pressure.  Hard  news 
reporting  experience  a  plus.  Send 
resume,  letter  to  Managing  Editor,  P.O. 
Box  62090,  King  of  Prussia,  PA 
19406. 


EDITORIAL 


EDITOR 

Establishes  and  maintains  sty¬ 
listic  and  editorial  guidelines  for 
Performance  Today  (NPR's  daily 
classical  music  program);  is 
responsible  for  verlxil  content  of 
Performance  Today;  directs  plan¬ 
ning  and  execution  of  music, 
news,  and  feature  coverage;  edits 
Performance  Today  progrom 
scripts;  anticipates  and  tracks 
developments  and  trends  in  the 
field  of  classical  music;  rec¬ 
ommends  specific  stories  and 
areas  of  coverage.  Bachelor's 
degree  or  equivalent  experience 
required.  Four  years  editorial  or 
related  experience  in  classical 
music  required.  Ability  to  manage 
competing  demands  and  meet 
deadlines;  demonstrated  com¬ 
mand  of  conversational  writing 
style.  Broadcast  experience  pref¬ 
erred.  Job  Code  #655. 

Send/fax  cover  letter  and 
resume  identifying  position  by 
number  and  title  to: 

National  Public  Radio 

Human  Resources  Department 
635  Massachusetts  Ave.,  NW 
Washington,  DC  20001 
Fax:  (202)414-3047 

For  more  career  information, 
visit  our  web  site  at: 

www.npr.org 


EOE/AA/MF/D/V 


_ EDITORIAL _ 

EDITOR  FOR  daify  business  pub¬ 
lication.  Must  be  able  to  translate  from 
Spanish  to  English.  Knowledge  of  Mex¬ 
ican  history  helpful.  $30,000.  Send 
resume  to  El  Financiero  International, 
2300  S.  Broadway,  Los  Angeles,  CA 
90007,  or  phone  (213)  747-7642 
after  4:00  p.m.  PST. 

EDITORS 

New  Times  is  looking  for  editors  at  all 
levels  to  fill  future  openings  at  our 
award-winning  weekly  newspapers  in 
Phoenix,  Denver,  Miami,  Dallas,  Hous¬ 
ton,  San  Francisco,  Los  Angeles  and  Ft. 
Lauderdale.  There  ore  imm<Kliate  open¬ 
ings  for  a  managing  editor  in  Denver 
and  an  associate  raitor  in  Miami. 

The  positions  require  fine  writing  and 
editing  skills  and  the  ability  to  help 
staffers  generate  strong  stories.  The 
interview  process  includes  an  extensive 
editing  test. 

Send  a  cover  letter,  a  resume,  pnd 
your  best  clips  to: 

Christine  Brennan 
Executive  Managing  Editor 
New  Times,  Inc. 

P.O.  Box  5970 
Denver,  CO  802 17 
No  phone  calls,  please 


EDUCATION  AND 
ENVIRONMENT  REPORTERS 

The  Greenville  News,  a  100,000  dai¬ 
ly/140,000  Sunday  circulation  news¬ 
paper  in  the  Upstate  of  South  Carolina, 
is  looking  for  experienced  reporters 
who  know  how  to  deliver  hard-hitting 
enterprise  for  environment  and  educa¬ 
tion.  Prefer  3-5  years  minimum  experi¬ 
ence  at  daily  newspapers.  Send 
resume  and  appropriate  work  samples 
to  Chris  Weston,  managing  editor.  The 
Greenville  News,  P.O.  Box  1688, 
Greenville,  SC  29602. 

FAX  (864)  298-4395 


FEATURES  EDITOR 

The  Times  of  Northwest  Indiana,  a 
90,000  daily  in  the  heart  of  the 
Calumet  Region,  is  seeking  an 
imaginative  person  to  lead  our  award¬ 
winning  Features  Department.  The 
ideal  candidate  knows  good  stories 
and  is  a  keen  observer  of  life.  You  also 
ore  well-organized,  driven,  energetic 
and  (hopefully)  inspirational,  putting 
readers  and  their  interests  first.  For  the 
last  three  years,  our  Lifestyles  section 
has  been  judged  the  best  among  the 
largest  dailies  in  Indiana.  Send  work 
examples  and  salary  requirements  to 
Matt  Mansfield,  deputy  managing 
editor.  The  Times,  601  45th  Avenue, 
Munster,  IN  46321 .  E-mail: 

mattm@howpubs.com 


FWN,  an  international  financial  and 
economic  newswire  service,  seeks  an 
energy  market  reporter  and  a  stock/ 
financial  market  reporter  for  its  New 
York  bureau.  Candidates  should  pos¬ 
sess  excellent  communication  skills; 
journalism  degree  preferred.  Experi¬ 
ence  preferred  but  will  consider  top- 
notch  graduate.  Send  cover  letter, 
resume  and  clips  to  Jim  Wyckoff, 
executive  editor,  FutureSource/FWN, 
100  William  Street,  20th  Floor,  New 
York,  NY  10038. 
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HELP  WANTED 


_ EDITORIAL _ 

HAWAII'S  LARGEST  newspaper.  The 
Honolulu  Advertiser  (106,000  daily, 
192,000  Sunday),  is  looking  for  a 
Copy  Desk  Chief  and  an  Assistant  Busi¬ 
ness  Editor.  The  desk  chief  should  have 
strong  word-editing  skills,  a  critical  eye 
for  headlines  and  some  management 
experience.  The  assistant  business 
editor  will  be  expected  to  help  with  the 
local  news  report,  wire  selection  and 
developing  depth  in  the  paper's  cov¬ 
erage.  He  or  she  also  will  have  some 
reporting  duties.  Both  jobs  offer  com¬ 
petitive  salaries,  good  benefits,  reloca¬ 
tion,  other  extras.  Please  send  a  cover 
letter,  resume  and  samples  to  M.J. 
Smith,  managing  editor.  The  Adver¬ 
tiser,  605  Kapiolani  Blvd.,  Honolulu,  HI 
96813. 

JOIN  CAHNERS  Travel  Group,  the 
world's  leading  publisher  of  travel 
information. 

ASSOCIATE/SENIOR  EDITOR 
Currently,  our  Meetings  &  Conventions 
magazine  has  a  need  for  a  detail- 
minded  Associate  or  Senior  Editor  (title 
based  upon  experience  level).  This  posi¬ 
tion  covers  various  travel  industry 
sectors  and  destination  beats,  and  re¬ 
searches  and  writes  destination,  news 
and  feature  stories. 

Minimum  requirements:  3+  years  prior 
reporting  and  editing  experience  for  a 
newspaper,  magazine  or  travel-related 
publication  ana  Bachelor  of  Arts,  pref¬ 
erably  with  a  major  in  Journalism  or 
English.  Must  be  proficient  in  re¬ 
searching,  writing  and  proofreading. 
Must  possess  the  interpersonal  and 
communication  skills  needed  to  be  com¬ 
fortable  interviewing  others  and  net¬ 
working  at  business  events.  Must  be 
familiar  with  Macintosh;  experience 
with  CopyDesk  and  QuarkXPress  a 
plus.  Some  travel  required. 

EDITORIAL  ASSISTANT 
Entry-level  opening  on  the  editorial 
staff  of  prestigious  International  Hotel 
Directory.  Responsibilities  include 
researching  and  writing  hotel  descrip¬ 
tions,  classifying  hotels,  copy  editing, 
coordinating/trafficking  ads,  and  gen¬ 
erally  becoming  knowledgeable  about 
the  hospitality  industry  throughout 
the  world.  Best  candidates  should  be 
very  detail-oriented,  good  word- 
smiths,  with  sound  analytical  judgment, 
self-discipline  and  ability  to  meet 
deadlines. 

We  offer  a  competitive  salary  and 
comprehensive  benefits.  For  considera¬ 
tion  SEND/FAX  your  resume,  including 
position  desired  and  salary  require¬ 
ments  to  STAFFING  MANAGER,  CAH¬ 
NERS  TRAVEL  GROUP,  500  PLAZA 
DRIVE,  4th  FL,  SECAUCUS,  NJ  07094. 
FAX:  (201 )  902-1822.  EOE  M/F/D/V 
Visit  our  website  at:  www.cahners.com 
CAHNERS  TRAVEL  GROUP 
World  leader  in 
travel  information  services 


SEND  E&PBOXREPUESTO: 

Editor  &  Publisher 
Classified  Ad  l^ept. 

1 1  West  19th  St. 
New  York,  NY  10011 


_ EDITORIAL _ 

HIGHER  EDUCATION  REPORTER 

The  Register-Guard,  an  80,000-circu¬ 
lation  morning  newspaper  in  Eugene, 
OR,  seeks  an  aggressive,  experienced 
reporter  to  cover  higher  education  in  a 
demanding  enteiprise  beat  that  ranges 
from  campus  life  and  university  re¬ 
search  to  financing  issues  and  state 
policy.  We  want  to  show  readers  what 
it  means  to  have  a  major  Pac-10  uni¬ 
versity  in  our  city.  At  least  two  years  of 
daily  newspaper  experience  required. 
Computer  assisted  reporting  experi¬ 
ence  recommended. 

Applicants  must  have  a  degree  from  a 
four-year  college  or  university.  Send  a 
cover  letter,  resume  and  six  non-return¬ 
able  writing  samples  no  later  than 
Monday,  July  6,  1 998,  to  Higher  Edu¬ 
cation  Reporter,  The  Register-Guard, 
Human  Resources  Dept.,  P.O.  Box 
10188,  Eugene,  OR  97440-2188. 


LAYOUT  AND  COPY  EDITOR  - 
50,000-circulation  suburban  daily 
seeks  a  skilled  copy  editor  with  layout 
experience.  Familiarity  with  QuarkX¬ 
Press  or  PageMaker  preferred.  Send  let¬ 
ter,  resume,  and  work  samples  to  Chris 
Powell,  managing  editor,  Journal 
Inquirer,  Box  51 0,  Manchester,  CT 
06045-0510. 


LIFESTYLES  EDITOR 

THE  TOWN:  population  14,000;  home 
of  University  of  Wisconsin-Stout;  an 
hour's  drive  from  Twin  Cities  in  town 
with  theater  on  National  Register  of  His¬ 
toric  Places.  THE  PAPER:  5,000  circula¬ 
tion  twice  weekly.  THE  JOB:  lifestyles 
editor  writing  features,  editing,  doing 
layout  on  QuarkXPress  4.0.  Send  clips, 
resume  and  references  to  Editor  Margo 
Hecker,  Dunn  County  News,  P.O.  Box 
40,  Menomonie,  Wl  54751 . 


LOCAL  DESK  EDITOR:  New  England 
daily  with  new  technology  seeks  con¬ 
tent  editor  who  can  improve  copy, 
direct  reporters  and  generate  enter¬ 
prise.  Call  (800)  992-3232,  ext.  341 
or  send  resumes  to  Managing  Editor, 
Waterbury  Republican-American,  389 
Meadow  Street,  Waterbury,  CT 
06722. 


MAGAZINE  PUBLISHER  is  looking  for 
reporters  with  editing  experience 
who  want  to  edit,  write  in-depth 
investigative  features  and  report  on 
timely  news  for  real  estate  and  busi¬ 
ness  publication  that  covers  golf.  Must 
be  self  starter,  capable  of  discovering 
stories,  editing  cleanly,  and  looking  to 
help  us  improve  our  news  coverage 
and  feature  writing.  $30K-$40K  dmen- 
ding  on  experience  plus  benefits.  Send 
resume  and  5  clips  to  Personnel  E3, 
National  Jurist  Publishing,  2035  N.  Lin¬ 
coln  Street,  Suite  205,  Arlington,  VA 
22207. 


MUSIC  EDITORS 

New  Times  has  immediate  openings 
for  music  editors  at  its  weekly  newspa¬ 
pers  in  Ft.  Lauderdale  and  Dallas. 
Strong  writing  skills  essential.  Job 
entails  planning/editing  music  section, 
hiring  freelance  reviewers,  and  writing 
a  local  music  column  as  well  as 
feature-length  pieces.  Send  cover  letter, 
resume  and  five  best  clips  to:  Christine 
Brennan,  P.O.  Box  5970,  Denver,  CO 
8021 7.  No  calls  or  E-mails,  please. 


_ EDITORIAL _ 

NEWS  DESIGNERS 

Voted  Indiana's  Blue  Ribbon  Newspa¬ 
per  five  consecutive  years.  The  Times  of 
Northwest  Indiana  is  seeking  visual 
journalists  for  its  nightly  news  desk. 
Designer  candidates  should  have  a 
working  knowledge  of  QuarkXPress, 
the  ability  to  tell  stories  clearly  through 
aggressive  design,  a  basic  foundation 
of  copy  editing  skills  and  the  stamina 
to  succeed  in  a  hectic,  heavily  zoned 
news  environment.  Our  aggressive 
approach  to  design  and  visual  pre¬ 
sentation  has  earned  The  Times 
numerous  state,  national  and  SND 
awards.  Send  resume  and  design  sam¬ 
ples  to  Paul  Mullaney,  deputy  manag¬ 
ing  editor/nights.  The  Times,  601  45th 
Avenue,  Munster,  IN  46321 .  E-mail: 
mullaney@howpubs.com 


NEWS  EDITOR  for  Thoroughbred  rac¬ 
ing  and  breeding  industry's  leading 
weekly  magazine.  Work  with  experi¬ 
enced  staff  and  free-lance  writers  to 
produce  10-page  news  section.  Strong 
writing  and  editing  skills,  must  know 
QuarkXPress.  Contact  Editor  Ray 
Paulick,  The  BloodHorse,  P.O.  Box 
4038,  Lexington,  KY  40544-4038  or 
Fax:  (606)  276-6708 


NEWS  EDITOR/REPORTER 
sought  by  30,000  circulation  alterna¬ 
tive  newsweekly  in  South  Carolina's 
capital  city.  Send  resume,  clips  to  Amy 
Singmaster,  Free  Times,  P.O.  Box 
8515,  Columbia,  SC  29202. 


NEWSROOM  LEADER 

The  Observer-Dispatch  in  Utica,  NY,  a 
51 ,000  daily/63,000  Sunday  Gannett 
daily,  is  seeking  an  experienced  news¬ 
room  manager  for  an  assignment 
editor  position  either  in  news  or  fea¬ 
tures.  The  ideal  candidate  is  a  well- 
organized,  energetic  and  inspirational 
editor  with  strong  editing  and  people 
skills  who  puts  readers  and  their  inter¬ 
ests  first.  Send  six  samples  of  your  best 
work  to  Rick  Jensen,  editor,  Observer- 
Dispatch,  221  Oriskany  Plaza,  Utica, 
NY  1 3501 .  We  value  diversity. 


On-line  legal  news  publication  seeks 
REPORTERS  AND 
COPYEDITORS 

Knowledge  of  legal  profession  a  plus. 
REPORTER  candidate  should  have  jour¬ 
nalism  degree  and  one  year's  experi¬ 
ence  reporting  and  writing.  COPY 
EDITOR  will  have  college  degree,  strong 
language  skills,  an  interest  in  legal  news, 
and  the  ability  to  create  and  maintain 
Web  pages  in  HTML.  Send  resume, 
writing  samples  and  salary  history  to: 

Box  NPM  (ML-461 ) 

300  East  42nd  Street,  2nd  FL 
New  York,  NY  10017 

No  phone  calls,  please 
Equal  Opportunity  Employer 

PRODUCTION  EDITOR  for  weekly 
Jewish  newspaper.  5-t-  years  experi¬ 
ence.  Manage  production  flow,  decide 
story  placement  and  be  responsible  for 
developing  and  editing  local,  national 
and  world  stories.  Knowledge  of 
Jewish  issues  essential.  Resume  to 
Editor,  Jewish  Exponent,  226  S.  16th 
Street,  Philadelphia,  PA  19102.  Or  fax 
to  (21 5)  546-3957. 


_ EDITORIAL _ 

NEWSROOM  POSITIONS 

The  Sanford  Herald,  a  1 4,000-circula¬ 
tion  newspaper  in  the  heart  of  North 
Carolina  with  a  tradition  of  journalis¬ 
tic  excellence,  seeks  an  ASSISTANT 
EDITOR  and  strong  REPORTERS  as  we 
restructure  our  newsroom  and  redefine 
our  place  in  the  market.  We're  looking 
for  what  everyone  else  is  looking  for  in 
quality,  conscientious  and  extraordi¬ 
nary  journalists.  What  we  have  to  offer 
is  a  chance  to  shine... to  be  a  part  of  a 
quality,  principle-centered  team  taking 
its  role  seriously... and  an  opportunity 
to  live  in  a  beautiful,  growing  area 
with  many  opportunities  for  personal 
and  professional  growth. 

Submit  resume,  work  samples  and 
introductory  letter  to  Cornelia  Olive, 
editor.  The  Sanford  Herald,  P.O.  Box 
1 00,  Sanford,  NC  27331-01 00. 


PAGE  DESIGNER  -  Full  or  part-time 
position  with  twice-weekly  WA  com¬ 
munity  newspaper  to  paginate  tab¬ 
sized  pages  on  QuarkXPress,  scan  art 
or  photoshop.  Headline  writing,  copy 
editing  and  word  skills  preferred. 
Excellent  benefits.  Cover  letter  with 
resume  and  samples  to  Box  08546, 
Editor  &  Publisher. 


REPORTER  —  Accepting  resumes  for 
present  vacancy  and  future  openings. 
Resume  to  Alan  Blanchard,  editor  and 
publisher,  Sentinel-Standard,  114  N. 
Depot,  Ionia,  Ml  48846. 


REPORTER  -  The  Tribune-Democrat  in 
Johnstown,  PA,  (49,000  daily-AM, 
53,000  Sunday)  has  an  opening  for  a 
reporter. 

We  need  someone  with  experience 
who  can  dig  for  news  and  develop 
stories  on  a  daily,  Sunday  and  long¬ 
term  basis.  Knowledge  of  computer- 
assisted  reporting  would  be  a  plus  but 
is  not  essential. 

We  are  one  hour  from  Pittsburgh,  three 
from  Washington,  LXI,  in  a  friendly  com¬ 
munity,  pleasant  surroundings.  Please 
send  resume  and  clips  to  Human 
Resources  Manager,  The  Johnstown 
Tribune  Publishing  Company,  P.O.  Box 
340,  425  Locust  Street,  Johnstown,  PA 
15907-0340. 


REPORTER:  A  50,000-circulation  daily 
newspaper  within  35  minutes  of  New 
York  City  seeks  top-notch  community 
reporters  who  have  two  years  of  full¬ 
time  daily  experience  or  recent  Jour¬ 
nalism  school  graduates  with  brilliant 
clips.  Send  letter,  resume  and  your  five 
best  clips  to  Jim  McGarvey,  assistant 
managing  editor.  Daily  Record,  P.O. 
Box  217,  Parsippany,  NJ  07054- 
0217. 


REPORTER:  General  assignment  for 
6,000  circulation  morning  daily.  Send 
resume  and  clips  to  Belinda  Chase, 
Ketchikan  Daily  News,  P.O.  Box  7900, 
Ketchikan,  Alaska  99901 . 


REPORTER:  Growing  award-winning 
15,000  AM  daily  in  Zone  8  is  seeking 
the  right  reporter  to  join  a  talented 
staff.  Great  opportunity.  Send  cover  let¬ 
ter,  resume,  clips  and  references  to  Box 
08553,  Editor  &  Publisher. 
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HELP  WANTED 

EDITORIAL  !  EDITORIAL 


REPORTER:  Looking  for  o  challenge  at 
one  of  California's  emerging  newspa¬ 
pers?  The  Bakersfield  Californian,  an 
85,000-circulation  daily  serving  a 
reat  news  town  in  Central  California, 
as  one  opening  for  a  hotshot  reporter 
in  its  team-oriented  newsroom,  ^pli- 
cants  should  have  a  minimum  of  two 
years'  of  daily  newspaper  experience, 
strong  writing  and  reporting  skills,  and 
a  passion  for  journalism.  Please  send  a 
cover  letter,  resume  and  work  samples 
to  The  Bakersfield  Californian,  Human 
Resources,  Reporter,  P.O.  Bin  440, 
Bakersfield,  CA  93302-01 1 0;  or 
E-mail  to:  bwood@bakersfield.com 

REPORTER:  The  Grand  Island  (NE) 
Independent  needs  a  talented  writer 
with  empathy  and  initiative  to  cover 
stories  in  social  services  and  arts/ 
entertainment  areas.  We  are  seeking  a 
motivated  writer  with  a  bachelor's 
degree  and  college/professional  report¬ 
ing  experience.  Send  resume,  eight 
story  clips  to  Jeff  Funk,  managing 
editor.  The  Independent,  P.O.  Box 
1 208,  Grand  Islond,  NE  68802. 

REPORTER 

At  Automotive  News,  we  have  tremen¬ 
dous  growth  opportunities.  That's  nat 
surprising  because  we  are  the  leading 
trade  newspaper  of  the  worldwide 
automotive  industry.  We  are  looking 
for  a  talented  and  highly  motivated 
Business  Reporter  who  will  be  based  in 
Detroit.  Successful  candidate  will  have 
several  years  of  experience  covering 
business  at  a  daily  newspaper  or  trade 
publication.  We  offer  an  attractive 
salary  and  excellent  benefits  including 
profit  sharing,  pension  and  bonus. 
Send  your  resume  and  salary  guidelines 
in  confidence  to: 

Human  Resources/ Attn:  EL 
1 400  Woodbridge  Avenue 
Detroit,  Ml  48207 
Fax:(313)446-6488 
EOE/M/F/D/V 

Visit  our  web  site  at  www.crain.com 

REPORTERS 

COPYEDITORS 


Modern  Healthcare,  a  90,000  circula¬ 
tion  Chicago-based  weekly  published 


Press  experience  a  must. 


Send  resume  and  cover  letter  with  work 
samples  to: 

Clark  Scott 
Modern  Healthcare 
740  North  Rush  Street 
Chicago,  IL6061 1 

EOE  M/F/V/D  No  phone  calls 

REPORTER:  Energetic,  resourceful 
writer  with  well  developed  personal 
standard  of  excellence  needed  to  cover 
local,  federal  courts.  Degree,  2  years 
of  reporting  experience  required.  Com¬ 
petitive  salary,  excellent  benefits.  Send 
cover  letter,  resume  and  clips  to  Paul 
Gottbrath,  The  Daily  Independent,  P.O. 
Box  31 1 ,  Ashland,  KY  41 1 05-031 1 . 


REPORTER 

The  Lebanon  Dailv  News,  a  22,000- 
circulation  PM  in  oeautiful  central  PA, 
has  an  immediate  opening  for  a  news 
reporter.  We're  looking  for  a  self¬ 
starter  with  strong  word  skills  and 
sound  news  judgment.  An  excellent 
opportunity  for  a  top  graduate  looking 
to  make  a  mark  in  competitive  daily 
journalism.  Send  resume  and  clips  to 
K.G.  Keane,  Lebanon  Doily  News,  71 8 
Poplar  Street,  Lebanon,  PA  1 7042. 

REPORTER 

We're  looking  for  an  aggressive 
reporter  with  an  aversion  to  writing 
boring  copy.  Reporter  will  write  for  the 
Bonita  Banner,  a  30,000-circulation 
twice-weekly,  and  the  Naples  Daily 
News,  a  50,000-circulation  daily. 
We're  in  a  competitive  market  in  one 
of  the  country's  fastest-growing  areas, 
and  both  papers  are  consistently 
judged  amongst  the  state's  best  in  their 
circulation  classes.  Send  resume,  clips 
to  Todd  Pratt,  Bonita  Banner,  P.O.  Box 
40,  Bonita  Springs,  FL  341 33  or: 
tjpratl@naplesnews.com 

ROOM  TO  WRITE 

New  Times  is  looking  for  experienced 
news  and  feature  writers  to  staff  its 
hard-hitting  weekly  papers  in  Phoenix, 
Denver,  Miami,  Dallas,  Houston,  San 
Francisco,  Los  Angeles  and  Ft. 
Lauderdale.  We  pubfi^  in-depth,  well- 
crafted  stories  that  explore  the  issues, 
events  and  personalities  that  make  our 
communities  tick.  Our  stories  inform 
and  entertain  readers,  provoke  strong 
reactions  and  win  notional  awards. 

If  you  understand  the  difference 
between  magazine-style  reporting  and 
the  hurriea  fact-finding  of  daily 
popers,  if  your  copy  is  as  much  a 
pleasure  to  read  as  it  is  well 
researched,  we  want  to  hear  from  you. 
There  are  immediate  openings  for 
news  writers  in  Denver,  Miami,  Phoe¬ 
nix,  Houston  and  Ft.  Lauderdale. 

New  Times  is  committed  to  building  a 
diverse  workforce  and  acknowledges 
the  needs  of  employees  with  young 
families.  We  offer  competitive  salaries 
and  benefits... and  all  the  space  you 
need  to  put  the  news  in  perspective 
and  tell  a  good  story. 

Send  all  applications 
(no  phone  calls,  please)  to: 

Christine  Brennan 
Executive  Managing  Editor 
New  Times,  Inc. 

P.O.  Box  5970 

Derrver,  CO  8021 7 

Include  a  cover  letter;  a  resume;  your 
best  clips;  and  three  well-developed, 
tightly  focused  story  ideas  from  your 
town  that  you'd  pursue  if  you  had  the 
time  and  the  space. 

STAFF  WRITERS  for  weekly  Jewish 
newspaper.  Entry  level:  1-3  years 
experience  to  cover  suburban  beats. 
Senior  position:  5-I-  years  experience  to 
write  in-depth  feature  stories  on  local, 
national  and  international  concerns. 
Knowledge  of  Jewish  issues  essential. 
R6sum6  to  Editor,  Jewish  Exponent, 
226  S.  16th  Street,  Philadeipnia,  PA 
1 91 02.  Or  fax  to  (21 5)  546-3957. 


_ EDITORIAL _ 

SENIOR  EDITOR 

1st  of  its  kind  regional  financial 
monthly  seeks  enterprising,  dogged 
journalist  who  can  glean  stories  from 
documents  and  write  well.  Must  hove 
minimum  of  3  years  business  writing 
experience  ana  an  interest  in  being 
part  of  a  dynamic  team  working  on  o 
new,  hot  concept.  Great  pay/benies 
and  working  environment.  Send 
resume,  5  clips  to  Editor,  Profits 
Journal,  1 19  N.  4th  Street,  Suite  409, 
Minneapolis,  MN  55401 ;  or  E-mail  to: 
profitsmag@aol  .com 


SPORTS  BUSINESS  SPORTS  M/RITER 

Nationally  respected  sports  business 
publication  seeks  Staff  Writer  responsi¬ 
ble  for  newsgathering,  writing,  pro¬ 
duction  and  editing.  Job  based  in 
Charlotte,  NC.  Writer  will  monitor  and 
onalyze  sports  business  news  in  over 
100  markets  each  morning  and  be 
responsible  for  originating  new  story 
ideas.  Applicants  should  have  excellent 
knowledge  of  sports  industry;  strong 
writing  skills;  ability  to  work  at  a  fast 
pace  under  a  strict  deadline;  strong 
communication  skills;  and  computer  pro¬ 
ficiency.  Please  send  resume/writing 
samples  and  salary  requirements  to 
Abraham  Modkour  at: 

thedaily@sportsbizdaily.com 
Or  send  resume  to: 

Abraham  Modkour 
The  Sports  Business  Daily 
1 2  South  Main  Street,  Suite  401 
South  Norwalk,  CT  06854 


SPORTS  EDITOR  for  twice  weekly 
newspaper  in  eastern  Montana. 
Camera  and  QuarkXPress  experience 
helpful.  Send  resume,  references  and 
clips  to  Bill,  Sidney  Herald-Leader,  310 
Second  Avenue,  NE,  Sidney,  MT 
59270. 


SPORTS  EDITOR 

Are  you  looking  for  a  challenge?  If  so, 
we  want  to  talk  to  you.  Our  recent 
reader's  survey  says  our  readers  want 
more  sports  and  dynamic  presentation. 
The  sports  editor  we  are  looking  for 
understands  the  importance  of  com¬ 
munity,  high  school,  college  and  pro¬ 
fessional  sports,  is  willing  not  only  to 
lead  the  team  but  contribute  with  out¬ 
standing  writing  and  work  closely  with 
the  sports  news/design  editor  to  create 
dynamic  packaging  and  presentation. 
Please  send  a  cover  letter  outlining  why 
you  would  be  the  best  person  for  this 
position,  samples  of  your  work,  a 
resume  including  references  to  Mary 
Woolsey,  managing  editor,  Wyoming 
Tribune-Eagle,  702  West  Lincolnway, 
Cheyenne,  WY  82001  or  E-mail 
maryw@wyomingnews.com  or  Fox 
(307)  638-7330.  (E-mail  and  fax  must 
include  all  elements  requested  above) 


SPORTS  EDITOR 

22,000-AM,  7  day-a-week  daily 

craves  good  community  sports  journalist 
to  command  4-  to  8-page  section  and 
lead  lively  staff  of  3.  Looking  to  put 
local  life  back  in  Sports,  balanc¬ 
ing  must-have  national  coverage  with 
essential  school  sports,  community 
recreation.  We're  in  beautiful  area  of 
Zone  2.  Send  resum6,  convincing  cover 
letter  to  Box  08550,  Editor  &  Publisher. 


_ EDITORIAL _ 

SPORTS  REPORTER 
Geaux  Tigers! 

Louisiana  State  University  sports  beat 
at  our  Baton  Rouge  bureau.  Com¬ 
petitive  pay;  excellent  benefits. 
Energetic,  seasoned,  tolented  reporters 
should  send  resume/clips  to  Alex¬ 
andria  Daily  Town  Talk,  Attention 
Human  Resources,  P.O.  Box  7558,  Alex¬ 
andria,  LA  71 306.  E-mail  to: 

personnel@thetownlalk.com 

SPORTS  REPORTER  for  Northeast 
Oregon  daily.  Salary  range  $19,200 
to  $22,800.  Send  resume  and  samples 
of  work  to  Ted  Kramer,  editor.  The 
Observer,  P.O.  Box  3170,  La  Grande, 
OR  97850. 

THE  ASPEN  DAILY  NEWS,  a  12,500 
circulation,  seven-day  daily,  is  looking 
for  an  experienced  reporter  who  has  a 
real  talent  for  enterprising  journalism. 
We  need  a  motivated  person  who  can 
withstand  the  daily  grind  in  a  com¬ 
petitive  atmosphere.  Three  to  five  years 
of  experience  is  preferred.  Please  send 
resume  and  clips  to  Carolyn  Sack- 
ariason.  Aspen  Daily  News,  517  East 
Hopkins  Avenue,  Aspw,  CO  81611. 

THE  ASPEN  TIMES,  a  combined  doily/ 
weekly  In  a  competitive  news  market 
(circ.  12,000)  in  Colorado  ski  resort 
town,  seeks  a  highly  motivated  general 
assignment  reporter.  Our  reporters 
cover  a  variety  of  beats,  including  a 
number  of  topics  peculiar  to  ski  resort 
towns  in  the  Rockies.  Reporters  are 
expected  to  generate  their  own  story 
ideas  and  there  is  a  strong  emphasis 
on  feature  writing  and  In-depth  report¬ 
ing.  Send  resume  and  clips  to  Aspen 
Times,  P.O.  Box  E,  Aspen,  CO  81611, 
or  call  (970)925-3414. 

THE  DAILY  NEWS,  an  aggressive, 
high-energy  Philadelphia  tabloid,  seeks 
a  features  editor  to  focus  on  arts  and 
entertainment.  Our  forward-thinking 
features  team  is  rebuilding  and  we 
seek  a  production  savvy  editor  whose 
creativity  knows  no  bounds.  Applicants 
must  have  at  least  5  years  experience 
and  be  prepared  to  have  the  time  of 
their  life.  Extremely  competitive  salary 
and  benefits.  Send  resume  and  sample 
of  your  work  to  Deborah  Licklider, 
features  editor,  P.O.  Box  7788,  Phila¬ 
delphia,  PA  19101 . 

THE  HOUSTON  CHRONICLE  has  an 
opening  for  an  assistant  city  editor. 
Duties  include  assigning  stories, 
managing  reporters  and  editing  copy. 
Solid  news  judgment  and  strong  edit¬ 
ing  skills  essential.  Five  years  experi- 
erKe  as  a  supervising  editor  preferred. 

Send  resume  to: 

Steve  Jetton 
Houston  Chronicle 
801  Texas  Avenue 
Houston,  TX  77002 
E-mail:  luz.diaz@chron.com 


THE  KEENE  SENTINEL,  top-quality 
1 5,000-circulation  community  doily, 
needs  top-notch  sports  editor:  assign, 
edit,  design,  manage,  plan.  Resumes  to 
Tom  Kearney,  The  Keene  Sentinel,  P.O. 
Box  546,  Keene,  NH  03431 ;  E-mail  to: 
tfk@keenesentinel.com 
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HELP  WANTED 


_ EDITORIAL _ 

THE  POTOMAC  NEWS,  a  medium 
size  daily  in  Northern  Virginia,  seeks 
to  fill  the  following  positions:  Copy 
Desk  Chief,  Assistant  News  Editor, 
Copy  Editor,  Reporter.  QuarkXPress 
experience  required  for  editing  posts. 
Apply  to  Pamela  Gould,  news  editor, 
Potomac  News,  P.O.  Box  2470, 
Woodbridge,  VA  22193. 


THE  SAVANNAH  MORNING  NEWS 
is  looking  for  someone  with  a  flair  for 
copy  editing  who  wants  to  grow  as  a 
leader  and  work  directly  with 
reporters.  We  are  an  80,000  circula¬ 
tion,  team-based  newspaper  in  one  of 
America's  most  attractive  cities.  Appli¬ 
cants  with  several  years  of  reporting 
experience  and  management  back¬ 
ground  preferred.  Additional  skills 
necessary  in  mentoring  staff,  crafting 
stories  and  headlines,  developing 
resource  materials  and  team  building. 
We  reward  employees  who  reflect  our 
guiding  principles  -  initiative,  innova¬ 
tion,  integrity  and  integration.  Tell  us 
how  you  con  make  a  difference.  Send 
letter,  resume  and  clips  to  Tuck 
Thompson,  region  editor.  Savannah 
Morning  News,  P.O.  Box  1 088,  Savan¬ 
nah,  GA  31 402. 


THE  SEATTLE  TIMES  seeks  a  sports 
copy  editor  with  at  least  3  years  expe¬ 
rience  on  metro  daily.  Must  be  strong 
word  editor,  with  broad  sports  knowl¬ 
edge  and  creative  spark.  Ability  to 
design  a  page  in  a  pinch  a  plus.  Send 
cover  letter,  resume  and  references  to 
Don  Shelton,  Seattle  Times  Sports, 
1 1 20  John  Street,  Seattle,  WA  98109. 
Don't  hesitate  -  we're  on  a  fast  track. 

Fax;  (206)  464-3255 


THE  SHELBYVILLE  (Indiana)  NEWS,  an 
1 1 ,500  award-winning  daily  news¬ 
paper  near  Indianapolis,  has  an  open¬ 
ing  for  a  full-time  photojournalist  to 
take  sports,  news  and  feature  photos. 
Applicants  should  have  some  news¬ 
paper  and  Photoshop  experience,  the 
ability  to  produce  compelling  photo 
stories,  a  passion  for  photojournalism 
and  a  willingness  to  master  the  new 
digital  camera  technology.  It  is  essential 
that  the  successful  candidate  work  well  in 
a  team  environment.  Call  (317)  398- 
6631  ext.  1 24.  Send  resume  and  photo 
samples  to  Editor,  The  Shelbyville  News, 
P.O.  Box  750,  Shelbyville,  IN  461 76  or 
via  E-mail  to 

shelbynews@shelby  news .  com 


THE  DAILY  TIMES,  a  30,000  circula¬ 
tion  daily  on  Maryland's  Eastern  Shore 
near  a  major  ocean  resort,  is  seeking  a 

page  designer/copy  editor  to  complete 
its  four-man  sports  staff.  We  cover  com¬ 
munity,  youth,  high  school  and  college 
sports  and  minor  league  baseball. 
Applicants  should  be  creative  and 
enthusiastic,  with  strong  design, 
pagination  editing  skills.  QuarkXPress 
experience  a  must.  Send  resume  and 

writing  sample  to  Human  Resources,  c/ 

o  The  Daily  Times,  P.O  Box  1937, 
Salisbury,  MD  21 802. 


_ EDITORIAL _ 

THE  WICHITA  EAGLE  is  looking  for  the 
right  person  to  lead  a  talented,  in¬ 
novative,  tightly  knit  group  of  visual 
journalists  on  our  1 5-member  Pre¬ 
sentation  Team. 

This  Knight  Ridder,  award-winning 
paper  (circulation  95,000  daily, 
175,000  Sunday)  takes  pride  in  its 
ability  to  tell  a  compelling,  visual  story. 
The  P-Team  consists  of  designers,  art¬ 
ists  and  copy  editors  who  handle  all 
facets  of  page  design  and  production, 
graphics  and  illustration,  visual  plan¬ 
ning  and  some  content  responsibility. 

The  right  candidate  will  have  strong  art 
direction  abilities  and  the  organiza¬ 
tional  skills  to  help  plan  visuals  for  our 
many  sections.  Newsroom  manage¬ 
ment  experience  and  a  knowledge  of 
the  industry  are  pluses. 

Send  cover  letter,  resume,  references 
and  appropriate  material  to  Fran  Kent- 
ling,  administrative  editor,  Wichita 
Eagle,  P.O.  Box  820,  Wichita,  KS 
67201  -0828,  Fax  (316)  268-6426  or 
E-mail:  fkentling@wichitaeagle.com 
(An  attachment  slug  should  be  eight  or 
fewer  letters.) 


_ EDITORIAL _ 

THE  SPARTANBURG  Herald-Journal,  a 
60,000-circulation  daily  in  the  New 
York  Times  Regional  Newspaper 
Group  seeks  a  copy  editor/page 
designer  with  at  least  3  years  experi¬ 
ence.  We're  looking  for  candidates 
who  can  produce  clean  designs  and 
snappy  headlines  on  deadline.  QuarkX¬ 
Press,  Microsoft  Word  experience  pre¬ 
ferred.  HTML  skills  a  bonus.  Spartan¬ 
burg,  nestled  in  the  South  Carolina 
Upstate,  is  within  easy  driving  distance 
of  the  Smoky  Mountains,  the  beach, 
Atlanta  and  Charlotte.  Please  send 
cover  letter  and  resume  to  Gloria  Fair, 
news  editor,  Herald-Journal,  P.O.  Box 
1657,  Spartanburg,  SC  29304-1657. 
Applications  also  may  be  faxed  to 
(864)  594-6350  or  E-mailed  to: 
newsdesk@teleplex.net 

WANTED:  A  newsroom  leader  who  can 
tapdance  around  typical  coverage 
without  losing  sight  of  the  hottest 
breaking  story  of  the  night  -  a  mentor  to 
reporters  and  correspondents.  Reporting 
experience  a  must;  editing,  a  plus. 
Evening  shift  work,  in  one  of  the  hottest 
competitive  markets  in  America.  Send  a 
resume,  3-5  work  samples  and  a  detailed 
cover  letter  explaining  why  you're  ready 
to  jump  into  a  management  role  in  a  team 
newsroom.  Reply  to  Box  08557,  Editor  & 
Publisher. 


_ EDITORIAL _ 

TIRED  OF  THE  SAME  OLD  THING? 
Want  to  do  something  different  every 
day?  Every  hour  even?  Stars  and 
Stripes,  a  daily  First  Amendment 
newspaper  for  the  U.S.  military 
overseas,  has  openings  for  full¬ 
time  GRAPHICS  ARTISTS  in  Washing¬ 
ton,  DC.  If  you  are  a  graphics  jack-or- 
all-trades  and  practice  ethical  journal¬ 
ism,  you  could  become  part  of  our 
dynamic,  creative  team.  Our  depart¬ 
ment  will  handle;  preparing  photos  for 
pre-press;  creating  maps,  infographics 
and  illustrations,  and  designing  pages 
for  publication.  Yes,  we'll  do  it  all  and 
do  it  well  because  our  readers  deserve 
it.  You'll  need  to  have  strong  skills  in 
either  Freehand  or  Illustrator,  and  be 
expert  in  using  Photoshop  and  QuarkX¬ 
Press.  In  return,  we'll  offer  a  salary 
range  of  $30,000  to  $45,000,  full 
benefits,  a  cubicle  and  nameplate,  a 
challenging  but  fun  working  environ¬ 
ment,  and  most  importantly,  creative, 
talented  people  to  feed  off  of.  If  you 
are  an  energetic,  self-starter  who  has  a 
lot  to  contribute  to  our  graphics  team 
please  send  resume,  three  samples  of 
your  design  skills,  and  a  cover  letter 
describing  how  your  skills  would 
benefit  our  readers,  to  NAF  Personnel 
Office,  Building  11,  Room  2-106 
WRAMC,  Washington,  DC  20037- 
5001.  Applications  must  be  received 
by  July  15,  1998.  Stars  and  Stripes  is 
an  Equal  Opportunity  Employer. 


Job  Hunting? 

Buying?  Selling? 

Hiring?  OR  just  looking? 

Use  the  best  read  Classified 
Ad  Pages  in  the  industry 

E&P's  Classified  Section  is  where  you'll  find  the  used  equipment  you  need, 
discover  new  employment  opportunities,  get  a  feel  for  who’s  hiring  where,  find 
the  key  professionals  to  make  your  newspaper  run,  sell  your  used  equipment, 
locate  industry  service  providers,  even  buy  or  sell  your  newspaper  business. 


New  ads  every  week! 


Rates  and  information  are  in  this  section. 

To  place  your  classified  ad. 

FAX;  (212)  929-1259  Phone:  (212)  675-4380  ext.  173  E-mail:  hazelp@mediainfo.com 
Mail:  E&P  Classified  Ads,  1 1  West  19th  Street,  New  York,  1001 1 
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HELP  WANTED 


EDITORIAL 


UPROAR,  an  online  game  shows  site, 
is  looking  to  hire  freelance  editors  and 
writers  for  general,  sports  and  enter¬ 
tainment  trivia.  We  pay  on  a  per- 
question  basis  for  well-written  ques¬ 
tions  with  answers,  source  and  correct 
formatting.  Minimum  200  questions 
per  month  for  writers.  E-mail 
trivia@uproar.com  for  details. 


WEB  CONTENT  EDITOR 

The  Register-Guard,  a  78,000  morning 
daily  in  Eugene,  OR,  has  an  opening 
for  a  Web  Content  Editor. 

The  Web  Content  Editor  is  essentially  a 
copy  editor  who  creates  and  edits  Web 
page  content;  selects  material  for  Web 
pages;  writes  HTML  and  other  Web- 
related  computer  code  as  needed;  cre¬ 
ates  original  content  for  the  Web  site; 
uses  a  computer  to  design,  proof  and 
upload  Web  pages;  acts  as  a  backup 
programmer  for  all  components  of  the 
electronic  information  system,  including 
audiotex. 

Schedule  varies  according  to  work¬ 
load;  night  and  weekend  work  re¬ 
quired.  Salary  is  $579.46  to  $899.26 
per  week,  depending  on  experience. 
Must  have  a  degree  from  a  four-year 
college  or  university. 

Qualified  applicants  submit  a  cover  let¬ 
ter,  resume  and  non-returnable  Web 
pages  they  have  designed  by  Friday, 


EDITOR,  The  Register-Guard,  HR 
Department,  P.O.  Box  10188,  Eugene, 
OR  97440-21 88. 

An  Equal  Opportunity  Employer 


HUMAN  RESOURCES 


LABOR  RELATIONS 

The  Buffalo  News  seeks  an  experi¬ 
enced  labor  relations  professional. 
Minimum  of  five  years  experience,  in¬ 
cluding  contract  and  grievance  admin¬ 
istration,  arbitration,  contract  negotia¬ 
tion  and  safety.  Experience  with  EEOC, 
NLRB  and  OSHA  would  be  a  plus. 

Please  submit  a  confidential  resume, 
with  cover  letter  and  salary  history  to 
Joseph  F.  Saeli,  Jr.,  vice  president 
Human  Resources/Legal,  The  Buffalo 
News,  One  News  Plaza,  Buffala,  NY 
1 4240,  or  fax  to  (71 6)  849-451 9. 

We  are  an 

Equal  Opportunity  Employer 


INFORMATION  SYSTEMS 


SYSTEMS  TECHNICIAN 

The  person  we  are  looking  for  will 
have  an  Associates  Degree  in  network 
and  database  management  or  at  least 
3  years  of  equivalent  work  experience 
in  a  newspaper  enviranment.  Responsi¬ 
bilities  include:  Troubleshooting,  repair¬ 
ing  printers,  modem  servers,  PC's, 
imagesetters  and  other  related  network 
hardware  as  well  as  basic  PC  main¬ 
tenance.  We  offer  a  competitive  salary 
plus  a  great  benefits  package,  inclua- 
ing  health,  dental,  hearing  and  vision 
insurance,  401  (k),  and  retirement. 

Send  or  fax  resume  to: 

Montgomery  Advertiser 
200  Washington  Avenue 
Montgomery,  AL  361 04 
Attn:  John  Crawford 
FAX:  (334)  261-1584 


INFORAiLATION  SYSTEMS 


MONTGOMERY  NEWSPAPERS,  a 
rapidly  growing  weekly  group  in  the  sub¬ 
urban  Philadelphia  market,  is  seeking 
a  Computer  Systems  Manager.  This 
hands  on  position  will  have  responsibil¬ 
ity  for  maintaining  all  company  hard¬ 
ware  and  software;  recommending, 
researching  and  purchasing  system 
upgrades  and  improvements;  and 
Internet  supervision. 

Experience  with  Appleshare,  Novell 
and  NT  server  platforms  necessary. 
WAN  experience  helpful.  Must  be  able 
to  work  independently,  provide  support 
to  all  departments  and  communicate  at 
all  levels. 

We  offer  a  competitive  salary,  full 
benefits  including  401  (k),  medical  and 
dental.  Please  send  resume  to: 

Production  Director 
Montgomery  Newspapers 
290  Commerce  Drive 
Fort  Washington,  PA  1 9034 


CNI  CORPORATION,  a  computer  inte¬ 
gration  company  that  services  the 
newspaper  industry  is  seeking  individ¬ 
uals  for  positions  in  systems  integra¬ 
tion.  Candidates  must  be  experi¬ 
enced  in  newspaper  work  flow  and 
capable  in  MS  Word  and  QuarkXPress. 
Novell  and/or  MS  Networking  ex¬ 
perience  is  desirable.  Nationwide 
travel  is  required.  E-mail  resume  to: 
hr@cnicorp.com  Please  include  your 
name  an  the  subject  line. 


SYSTEMS/INTERNET  MANAGER 
The  Progress-Index,  19,700  circula¬ 
tion,  in  Central  Virginia,  is  creating  the 
technical  position  of  Internet/ Systems 
Manager.  We  need  a  candidate  who 
can  maintain  and  troubleshoot  the 
newsroom  Power  Mac  system,  work 
with  classified  PC-based  system,  offer 
support  for  graphics'  Mac  system  and 
composing's  prepress  system.  Addi¬ 
tionally,  some  news  judgment  would  be 
helpful  in  updating  and  maintaining 
our  presence  on  the  Internet.  Send 
resume  to  George  Foin,  The  Progress- 
Index,  P.O.  Box  71,  Petersburg,  VA 
23804. 

MARKETING 


Madison  Newspapers,  Inc.  is  looking 
for  a  key  manager  to  lead  the  promo¬ 
tions  staff,  to  play  a  significant  role  on 
our  marketing  team,  and  to  establish 
integrated  miketing  for  the  Wisconsin 
State  Journal  and  The  (Capital  Times,  as 
well  as  MNI  products  and  services.  The 
ideal  candidate  will  hold  a  four  year 
degree  in  Marketing,  Communications 
or  work  equivalent.  Be  able  to  manage 


MAILROOM 


PACKAGING  CENTER  MANAGER 

The  Yakima  Herald-Republic  has  a 
career  opportunity  for  an  energetic  dis¬ 
tribution  professional  at  a  40,000-t- 
morning  daily  newspaper  in  central 
Washington  state.  We  focus  on  increas¬ 
ing  circulation  and  market  share 
through  excellent  customer  service  and 
a  motivated,  efficient  45  member  dis¬ 
tribution  team.  S*ate  of  the  art  three- 
vear  old  pockaging  center  with  two 
lines  of  1 2-into-T  computerized  GMA 
1000  inserting  equipment,  QUIPP 
stackers,  conveyors  and  bottom  wrap 
and  Dynaric  strappers.  We  value 
strong  coaching  and  communication 
skills  to  maximize  employee 
performance  and  workplace  satisfac¬ 
tion.  Send  or  fax  resume,  cover  letter 
and  achievements  to  the  human 
resources  d^artment,  Yakima  Herald- 
Republic,  P.O.  Box  9668,  Yakima,  WA 
98901 ,  fax  (509)  577-7722.  We  are 
a  member  of  the  Seattle  Times  group 
and  an  equal  opportunity  employer. 


MARKET  RESEARCH 


MARKETING  ANALYST 

The  St.  Louis  Post-Dispatch's  research 
department  offers  a  high-quality, 
challenging  work  environment  and  a 


We're  looking  for  a  marketing  analyst 
who  takes  pride  in  making  a  positive 
impact  both  at  work  and  in  the  com¬ 
munity.  The  primary  focus  of  this  posi¬ 
tion  will  be  to  develop,  analyze,  and 
present  consumer  and  rnedia  research. 

The  successful  candidate  is  an  excellent 
communicator,  has  a  college  degree, 
and  3  or  more  years  of  media-related 
research  experience.  A  working  knowl¬ 
edge  of  spreadsheet,  database,  and 
presentation  software  is  required.  A 
working  knowledge  of  mapping  soft¬ 
ware  and  both  Windows  and  Macin¬ 
tosh  platforms  are  preferred. 

:  The  Post-Dispatch  offers  a  competitive 
:  salary  commensurate  with  past  experi- 
:  ence,  supplemented  by  an  excellent 
;  benefits  package  including  medical, 
:  dental,  pension  and  401  (k). 

I  Qualified  candidates  should  send 
:  resume  postmarked  no  later  than  July 
I  10, 1998to: 

•  St.  Louis  Post-Dispatch 

I  Attn :  Personnel/ Marketing  Analyst 
900  North  Tucker  Blvd. 
j  St.  Louis,  MO  631 01 

i  The  Post-Dispatch,  an  Equal  Oppor- 
I  tunity  Employer,  values  the  Diversity  orour 
;  work  force  and  the  knowledge  of  our 
I  people. 

I  MARKETING 


a  variety  of  tasks  under  deadline  pres¬ 
sure,  work  well  with  people,  have  strong 
written  and  verbal  communication  skills, 
and  be  proficient  in  basic  wad  process- 
ing/spreadsheet  skills  with  preference 
fa  Miaosoft  Wad  and  Excel. 

Send  resume  by  JULY  5  to  Madison 
Newspapas,  Inc,  Human  Resairces, 
P.O.  Box  8056,  MadOT,  Wl  53708. 
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MARKETING 


THE  BOSTON  GLOBE 
IMMEDIATE  OPENING 
ASSISTANT 

SALES  PROMOTION  MANAGER 

The  Boston  Globe  is  looking  to  fill  a 
management  position  in  its  Marketing 
Department.  The  position....Assistant 
Sales  Promotion  Manoger  reports  to 
the  Marketing  Director  and  has  the 
responsibility  for  overseeing  all  sales  pro¬ 
motion  collateral  material,  pre¬ 
sentations,  radio  and  TV  commercials 
used  to  support  the  efforts  of  the 
Advertising  Department  management 
staff  as  well  as  participate  in  event 
marketing.  He  or  she  will  work  with 
sales  promotion  copywriters  and 
designers  from  the  newspaper  as  well 
as  our  advertising  agency  on  a  regular 
basis. 

The  candidate  must  have  a  proven 
record  of  accomplishments  as  a 
copywriter  and  strong  managerial 
skills.  Copywriting  experience  must 
include  working  with  syndicated 
research.  Samples  of  latest  work  will 
be  required  at  interview.  Knowledge  of 
Microsoft  Office  and  Lotus  Notes 
required.  College  degree  a  must.  MBA 
preferred.  Newspaper  sales  promotion 
experience  a  big  plus. 

Interested  candidates  should  submit  a 
resume  to: 

Madeline  Wallis 
Director  of  Human  Resources 
The  Boston  Globe 
P.O.  Box  2378 
Boston,  MA  02 1 07 

Fax:  (617)929-3376 
An  Equal  Opportunity  Employer 


PHOTOGRAPHY 


PHOTOJOURNAUST 

The  Wisconsin  State  Journal  in 
Madison  is  looking  for  an  experienced 
photojournalist  to  provide  our  readers 
with  the  most  informative  and  compell¬ 
ing  photojournalism  in  the  state. 
Applicants  must  be  aggressive, 
creative,  solution-oriented  individuals 
with  a  strong  sense  of  news,  a  solid 
grasp  of  photojournalism  and  a  wide 
range  of  traditional  and  new 
technology  photographic  skills.  Proven 
ability  to  shoot  sports  is  a  definite 
plus. 

.  A  minimum  of  four  years  of  daily 
I  newspaper  or  equivalent  experience  is 
:  required.  Applicants  must  have  their 
I  own  equipment  and  transportation, 
j  Send  a  cover  letter,  resume  and 
:  portfolio  with  recent  work  samples  by 
i  July  6,  1998  to  Meg  Theno,  photo 
I  editor,  Wisconsin  State  Journal,  1901 
I  Fish  Hatchery  Road,  Madison,  Wl 
I  53713. 

i  AFFIRMATIVE  ACTION/ 

:  EQUAL  OPPORTUNITY  EMPLOYER 


For  quicker  plocement,  you  con  Fox  your 
Positions  wonted  od  along  with  your 
Yisa/MosterCord/Amerkon  Express  number 
ond  expiration  dote  to  (212)  929-1 2S9 
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HELP  WANTED 


PHOTOGRAPHY 


PHOTO  COORDINATOR 
For  the  Capital  Press,  a  weekly, 
39,000-circulation  agricultural  news¬ 
paper  covering  Washington,  Oregon, 
Idaho  and  Northern  &  Central  Califor¬ 
nia.  Fastest-growing  ag  newspaper  in 
the  West.  We  cover  production 
agriculture,  food  processing  and  a 
variety  of  ag-related  issues.  Position  is 
in  the  home  office  in  Salem,  OR.  Duties 
include  coordinating  photo  coverage  of 
correspondents,  field  and  staff  re¬ 
porters  to  assure  photo  content  for 
each  edition  and  7  special  sections;  set¬ 
ting  and  monitoring  quality  standards 
for  photo  contributions  and  final 
printed  product;  acting  as  chief  photo¬ 
grapher  for  the  paper;  prepare  photos 
for  printing  through  use  of  negative 
scanner,  computer  software;  page 
layout;  some  reporting/feature  writing. 
Qualifications:  At  least  3  years  news 
photography  experience,  Mac  com¬ 
puter  expertise  (Photoshop,  QuarkX¬ 
Press  required);  journalism  education 
and  ag  background  or  familiarity  with 
ag  preferred.  Need  a  self-starter.  Send 
letter  of  application,  resume,  photo 
and  writing  samples  to  Carolyn 
Homan,  managing  editor,  P.O.  Box 
2048,  Salem,  OR  97308. 


PRESSROOM 


PRESSROOM 


PIATE/PRESS  MANAGER 


Quality 

Assurance  Manager 


Dow  Jones  &  Co.,  publisher  of  the  Wall  Street  Journal,  has 
an  opportunity  for  a  Quality  Assurance  Manager  working 
in  our  Chicopee,  MA  facility. 

This  position  will  be  responsible  for  conducting  plant 
audits,  and  assisting  in  solving  problems  at  our  17  printing 
facilities.  Our  quality  team  assures  the  best  possible  print 
reproduction  on  new'sprint. 

The  qualified  candidate  will  have  a  college  degree  with  good 
verbal,  waiting  and  math  skills.  Experience  with  prepress  and 
press  operations  is  required.  The  successful  candidate  will  be 
able  to  analyze  problems  and  find  solutions  independently. 
Some  overnight  travel  is  required. 

We  offer  a  competitive  salary  and  excellent  benefits.  Please 
send  resume  with  salary  history  and  requirements,  in  confi¬ 
dence,  to:  Employee  Relations  Department-SR:60555, 
Dow  Jones  &  Co,,  Inc.,  84  Second  Avenue,  Chicopee,  MA 
01020.  Fax:  413-598-2283.  An  equal  opportunity  employer. 

Explore  our  web  site  at:  http://www.dowjones.com 


PRESSROOM 


PRESS  OPERATOR 


We  have  an  exciting  opportunity  to  be 
the  plate/press  manager  in  a  new 
production  plant  with  a  state-of-the-art 
MAN  Roland  Flexoman-S  press  (includ¬ 
ing  AC  shaftless  drive,  core-drive  reels, 
jaw  folders,  variable  web  width,  and 
computer  presetting). 

Responsibilities  include  developing  and 
implementing  plate/press  plans,  train¬ 
ing  team  members,  implementing  a  pro¬ 
active  maintenance  program,  and  sup¬ 
porting  a  team-oriented  environment. 
The  successful  candidate  will  be  hands- 
on,  a  good  communicator  and 
customer-driven.  A  history  of  produc¬ 
ing  top-quality  products  is  required.  Com¬ 
mercial  printing  experience  is  benefi¬ 
cial. 

We  offer  an  excellent  benefits  package 
and  a  growing,  high  quality-of-life  com¬ 
munity  of  200,000-h.  If  you  meet  the 
requirements  above  and  seek  respon¬ 
sibility  in  a  challenging  environment, 
send  your  cover  letter,  salary  expecta¬ 
tions,  and  resume  to  Lincoln  Journal 
Star,  Attn:  Human  Resources  Depart¬ 
ment,  926  P  Street,  Lincoln,  NE  68508. 


PRESSRCX>M 


The  Sun  Herald  in  Biloxi,  MS,  is  look¬ 
ing  for  an  experienced  press  operator 
to  run  a  Headliner  Offset  press  with  a 
3/2  folder.  Successful  candidates  must 
have  a  commitment  to  quality,  good 
communication  skills  and  must  be  able 
to  work  nights.  Send  resume  to  Press¬ 
room  Manager,  c/o  The  Sun  Herald, 
P.O.  Box  4567,  Biloxi,  MS  39535. 


PRESS  OPERATORS  needed  for  East 
Atlanta  Publication.  Minimum  2  years 
experience.  Goss  Urbanite  a  plus!  For 
additional  information  call  Mike  Watts 
(770)  860-0507.  Fax  resumes  to  (770) 
860-1194. 


PRESSROOM  MANAGER 

Zone  3  daily  has  an  immediate  open¬ 
ing  for  a  person  with  a  minimum  of  5 
years  experience  in  newspaper  press¬ 
room  management.  We  are  searching 
for  a  manager  with  exceptional  com¬ 
munication  and  people  skills.  Suc¬ 
cessful  applicant  must  also  have  the 
ability  to  establish  a  strong  pre¬ 
ventative  maintenance  program  as  well 
as  set  and  maintain  quality  standards. 
Send  resume  and  salary  history/ 
requirements  to  Box  08398,  Editor  & 
Publisher. 


_ PREPRESS _ 

PREPRESS  MANAGER 
We  are  searching  for  a  Prepress  Man¬ 
ager  with  exceptional  organizational 
and  interpersonal  skills.  This  position  is 
responsible  for  staff  development  and 
training,  managing  the  budget,  main¬ 
taining  supplies  and  working  with 
other  departments  to  meet  editorial 
and  advertising  needs.  Must  have  work¬ 
ing  knowledge  of  current  Mac/PC 
based  programs.  Reply  to  Box  08558, 
Editor  &  Publisher. 


PRODUCTION/TECH 


PRODUCTION  DIREaOR 

The  Herald-Standard,  a  six-day  morn¬ 
ing  paper  in  Western  Pennsylvania, 
seeks  a  knowledgeable,  experienced 
team-player  to  direct  its  press  and 
mailroom  operations.  General  respon¬ 
sibilities  include  planning  and  oversee¬ 
ing  daily  production  functions,  prepar¬ 
ing  and  monitoring  expense  budgets, 
inventory  and  deadline  management, 
and  meeting  established  production 
goals.  Requirements  include  advanced 
education  and  training  or  equivalent 
production  or  related  newspaper  expe¬ 
rience,  proven  administrative  and  or¬ 
ganizational  experience,  good  moti¬ 
vational  communication  skills,  a  willing¬ 
ness  to  work  flexible  schedules,  me¬ 
chanical  knowledge,  and  computer 
skills. 

Send  resume  to: 

Val  J.  Laub,  Publisher 
Herald-Standard 
8-18  East  Church  Street 
Uniontown,  PA  1 5401 
(412)  439-7519 


:  The  most  important  single  ingredient  in 
I  the  formula  of  success  is  knowing  how 
;  to  get  along  with  people 

Theodore  Roosevelt 


PRODUCTION/TECH 


PRODUCTION  MAINTENANCE 
MANAGER 

We  are  seeking  an  experienced  Pro¬ 
duction  Maintenance  Manager  to 
oversee  the  activities  of  electronic, 
electrical  and  mechanical  technicians 
in  the  support  and  repair  of  printing 
and  production-related  equipment. 
Qualified  candidates  must  have  10-t- 
years'  experience  in  a  maintenance 
management  role;  preferably  Goss 
Metro  and  carousel  inserters.  Must 
have  an  Engineering  degree  and/or 
equivalent  technical  expertise,  knowl¬ 
edgeable  and  experienced  with  com¬ 
puterized  maintenance  management 
systems  (CMMS). 

The  San  Diego  Union-Tribune  offers  an 
excellent  compensation  and  benefits 
package. 

Please  send  resume  and  salary  require¬ 
ments  to: 

Human  Resources  Department 
Job#80-98/KK/EP 
P.O.  Box  191 

San  Diego,  CA  92112-4106 

An  Equal  Opportunity  Employer 
wviw.uniontrib.com 


:  PUBLICATIONS  SPECIALIST,  Software 
:  Trainer.  Mac/PC  experience  necessary.  If 
:  you  know  prepress,  SQL,  or  NT,  (ike 
:  travel,  and  want  out  of  deadline 
:  dilemmas,  send  resume  to  Managing 
:  Editor,  Inc.,  Attn:  Peter,  101  Greenwood 
:  Avenue,  Suite  330,  Jenkintown,  PA 
:  19046  or 

:  E-mail:  pkelts@maned.com 

I  PUBLIC  RELATIONS 

i  PUBLIC  INFORMATION  OFFICER  -  The 
:  United  States  District  Court  for  the 
Northern  District  of  Illinois,  Chicago. 
The  incumbent  must  be  a  dynamic  self 
starter  with  the  ability  to  promote  a 
positive  image  for  the  court  and  its 
units.  The  Officer  is  responsible  for  all 
aspects  of  public  relations  to  the  court. 
Applicants  must  have  5  to  8  years  of 
experience  in  business  and/or  public 
relations.  Applicants  should  be  profi¬ 
cient  with  court  computer  systems. 
Excellent  writing,  research,  and  speak¬ 
ing  skills  are  desirable.  Please  send  re¬ 
sume  to  PERSONNEL  Department,  United 
States  District  Court,  NDIL,  219  South 
Dearborn  Street,  Chicago,  IL  60604. 


NEWS 


raClWO  Makes  The  Difference 

♦  Editor  &  Publisher  is  NOT  a 
monthly  journalism  review. 

♦  Editor  &  Publisher  is  NOT  a 
monthly  association  house  organ. 

♦  Editor  &  Publisher  IS  the 
only  Independent  weekly 
NEWS  magazine  covering  the 
newspaper  industry. 

EDITOR  8  PUBLISHER 
11  West  19th  Street 
New  York,  NY  10011 
(212)  675-4380 
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CLASSIFIED  ADVERTISING 
INFDRMATION 


POSITIONS  WANTED 


DEADLINES 


LINE  ADS  -  Tuesday  at  noon  (EST)  for  the  next  Saturday’s  issue. 
DISPLAY  ADS  -  Space  reservation  8  days  prior  to  publication 
date;  camera  ready  copy  5  days  prior  to  publication  date. 


LINE  AD  RATES 


Rates  are  per  line,  per  issue,  3  line  minimum,  count  approximately 
34  characters  and/or  spaces  per  line,  no  abbreviations. 

HELP  WANTED  POSITIONS  WANTED 

(includes  online  posting)  (includes  online  posting) 

1  week  . $11.15  1  week  . $5.20 

2  weeks  . $9.85  2  weeks  . $4.35 

3  weeks  . $8.60  3  weeks  . $3.60 

4  weeks  . $7.45  4  weeks  . $3.35 

ALL  OTHER  CLASSIFICATIONS 

(online  not  included) 

1  week . $9.50 

2  weeks  . $8.40 

3  weeks  . $7.35 

4  weeks  . $6.35 

BOX  REPLY  SERVICE 

Count  box  service  as  an  additional  line  in  copy 
Line  Ads  -  Add  $12.60  per  insertion 
Positions  Wanted  -  Add  $6.30  per  insertion  USA 
All  international  box  reply  -  $27.50 


DISPLAY  AD  RATES 


The  use  of  borders,  boldface,  logos,  etc.  on  classified  ads  charged 
the  following  rates  per  column  inch,  per  insertion. 

(1  column  inch  minimum) 

1  week . $11  Opel 

2-5  weeks . $105  pci 

6-13  weeks . $100  pci 

14-26  weeks . $  95  pci 

27-52  weeks . $  90  pci 


PAYMENT 


Make  check  payable  to  Editor&  Publisher 
BSSerISnI  charge  to  your  American  Express, 
VtSA  j!!!®  MasterCard  or  Visa.  Please  suppiy  name 

■■■■  on  card,  account  number,  expiration  date 

and  card  holder's  signature. 

Please  note:  IntemaSonal  ads,  new  aamnts  and  positions  wanted  ads  must  preiiay. 


CIRCULATION 


CIRCULATOR  skilled  in  personal  sell¬ 
ing,  telemarketing,  single  copy  soles, 
seeks  immediate  opportuni'y  in  eastern 
Zone  2.  Reply  to  Box  08484,  Editor  & 
Publisher. 


EDITORIAL 


AWARD-WINNING  sports  writer  with 
27  years  experience,  the  last  two  as 
sports  editor  of  a  mid-sized  daily, 
seeks  to  relocate  to  home  state  of 
North  Carolina.  I  can  write  it,  edit  it 
and  plan  for  your  newspaper.  Reply  to 
Box  08539,  Editor  &  Publisher. 


AWARD-WINNING  reporter,  editorial 
writer.  General,  lifestyle,  medical,  busi¬ 
ness,  entertainment,  technology.  Your 
West  Coast  correspondent.  Roger 
Angle  (949)  642-9523,  or. 

rogerangle@earthl  i  nk .  net 


FULL-TIME  NJ  daily  reporter.  Strong  work 
ethic,  accurate.  Can  meet  deadlines, 
break  stories.  If  you're  looking  for  a 
hard-working  and  bright  reparter.  I'm 
it.  Willing  to  relocate  for  good  offer. 
Reply  Box  08548,  Editor  &  Puolisher. 


TO  PLACE  AN  AD 


Mail,  fax  or  e-mail  line  advertising  copy.  Please  include  the  following 
information;  1.  Name,  2.  Company,  3.  Mailing  Address,  4.  Phone, 

5.  Ad  Classification,  6.  No.  of  insertions,  7.  Amount  $  enclosed. 

Or  place  your  ad  online  www.mediainfo.com 

Please  contact  us  for  display  ad  copy  specifications  and  procedures 

MAIL:  Editor  &  Publisher  Classified  Ads 

11  W.  19th  Street,  New  York,  NY  10011 
FAX:  (212)  929-1259 
E-Mail:  hazelp@mediainfo.com 
mattw@mediainfo.com 
eileenl@mediainfo.com 


EDITORIAL 


LAW  REPORTER,  lawyer,  award¬ 
winning  writer,  will  cover  your  law 
beat.  What  did  the  judge  say  and 
what  are  the  lawyers  arguing?  I  will  tell 
your  readers  better  than  anyone  else 
can.  Well-connected  in  top  legal  cir¬ 
cles.  (781 )  259-9387  (ph),  (781 )  259- 
0370  (fox). 

SHORT  STAFFED  AT  TRADE  SHOWS? 
“Convention  Man”  to  the  rescue.  Fast, 
accurate  writer,  all  topics.  Will  travel 
and  file,  (703)  534-5022. 


VETERAN  SPORTSWRITER/Editor  look¬ 
ing  for  editing/ reporter/writer  position 
with  sports  publication.  Experience  cov¬ 
ering  pro,  college  and  recreational 
sports.  An  accomplished  features  writer 
with  a  vast  sports  background.  Please 
call  (71 3)  783-3049. 


TRAVEL  WRITERS  WANTED 


TRAVEL  photographer  seeks  writers. 
For  newspapers,  magazines,  books. 
Jeff  (973)  575-1005. 


Attention: 

Positions  Wanted  Advertisers 

For  quicker  placement, 
you  con  Fax  or  e-mail  your  Positions 
Wanted  ad  along  with  your 
Visa/MasterCard/American  Express  card 
number  and  expiration  date. 

(212)  929-1259  or 
E-mail:  mattw@nnediainfo.com 


QUESTIONS? 


VOICEc  (212)  675-4380  (Monday  -  Friday  -  9  AM  -  5  PM  EST) 

Hazel  Preuss  /  Extension  171 
Matt  Wilcox  /  Extension  173 
Eileen  Long  /  Extension  170 

FAX:  (212)  929-1259  or  E-mail:  eileenl@mediainfo.com  anytime. 
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BY  MARCI SHATZMAN 


SHOP  TALK  AT  THIRTY 


Democratizing 
The  Society  Column 


GST  EDITORS  CAN  hardly 
wait  for  their  ancient 
st)cial  editor  to  die  or 
retire  so  they  can  kill  the 
society  column  and  use  the  budgeted 
money  tor  something  more  relevant, 
like  a  copy  editor  who  can  paginate. 

Wlto  can  blame  them?  The  concept 
of  covering  the  antics  of  the  upper 
crust  —  except  in  media  towns  wiiere 
they’re  celebs,  like  Los  Angeles,  Palm 
Beach,  Washington  or  New  York  —  is 
as  anachronistic  as  you  can  get.  Low' 
priority  when  it  comes  to  play  and 
assignments. 

(ione  are  the  pre-sex-bias-suit  days, 
when  one  of  the  few  jobs  open  to 
women  was  reporting  social  news,  as 
much  an  entry-level  gig  as  cop  report¬ 
ing  once  was  for  men.  My  first  job  out 
of  college,  in  fact,  was  on  the  social 
staff  of  the  Chicago  Tribune  Me  had 
an  editor,  four  or  five  reporters,  and 
two  full-time  photographers,  and 
because  we  lifted  on  edition  (continu¬ 
ally  updated  information)  we  were 
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right  next  to  the  city  desk. That’s  how  1 
learned  to  drink  scotch  instead  of 
brandy  Alexanders  when  I  was  2 1 . 

Those  days  are  over.  So  is  drinking  in 
the  morgue  after  the  bulldog  goes 
down.  But  killing  the  social  column 
isn’t  the  answer.  Instead,  editors  should 
democratize  the  social 
column  and  cover 
fund-raisers  and  other 
social  events  of  the 
w  hole  community  — 
not  just  the  folks  who 
own  stock  and  belong 
to  the  country  club. 

I  call  it  being  inclu¬ 
sive,  rather  than  exclu¬ 
sive,  and  it  works  for 
us  at  the  Trentonian. 

The  last  time  I  picked  up  a  Social 
Register,  often  called  the  studbook, 
was  27  years  ago,  and  I’m  guessing 
most  of  you  reading  this  don’t  even 
know  what  it  is  (it’s  a  who’s  who  of 
the  upper  class). Yet,  I  cover  more  than 
300  social  events  a  year  in  the  Trenton- 
Princeton  corridor. 

On  any  given  day,  once  or  twice  a 
week,  you’re  likely  to  see  a  CEO  grin¬ 
ning  out  at  you  next  to  an  Italian  debu¬ 
tante  on  the  page  we  call  “The  Social 
Circus.”  Miss  St.  Patrick’s  Day  Parade 
may  be  positioned  between  a  shot  of 
the  county  executive  at  a  charity'  golf 
outing  and  the  state  president  of  the 
NAACP  in  town  for  an  awards  dinner. 
We  even  get  our  share  of  celebs  pass¬ 
ing  through  town.  Diane  Sawd  er,  Larry 
Holmes  and  Jim  Brown  were  in  the 
column,  but  they  don’t  get  any  more 
coverage  than  the  Red  Cross  ball  or 
the  March  of  Dimes  Walkathon. 

When  we  started  the  column  in 
1989,  the  editors  had  a  gossip  column 
in  mind.  But  even  though  we’re  a  state 
capital  with  an  overpopulation  of 
politicians,  it  didn’t  go  over.  Nobody 


j  Shatzman  is  the  social  columnist  for 
I  the  Trentonian,  Trenton,  N.J.,  whose 
i  advice  column  is  syndicated  by 
i  Tribune  Media  Services.  This  article 
i  was  adapted  from  her  remarks  to  the 
I  New  England  Press  Association 
'■  earlier  this  year. 


liked  being  in  it  or  reading  it.  So  we 
pulled  in  our  claws  (one  of  the  only 
times  we’ve  done  that),  and  I  started  to 
cover  social  events  in  the  blue<ollar 
town  Kay  Graham  refers  to  as  her 
Vietnam.  (She  once  owned  the  com¬ 
peting  Trenton  Times.  Yes,  we’re  still  a 
two-newspaper  town.) 

I  also  cover  the  upscale 
borough  of  Princeton, 
just  for  balance. 

1  designed  the  col¬ 
umn  visually  after  “The 
Eye”  in  W  magazine,  so 
items  run  up  to  eight 
inches  long,  with  a 
tabloid  page  carrying 
seven  or  eight  photos. 
There’s  a  large  headline 
written  off  the  first  item,  and  a  deck 
for  the  rest  of  the  news. The  best 
photo  gets  the  best  play^  and  the 
biggest  event  gets  the  lead  item. 

It’s  very  democratic. 

I  don’t  cover  church  functions. 

Rotary  or  Kiwanis  because  they  would 
add  another  level  of  coverage  there’s 
no  time  or  room  for.  In  smaller  burgs, 
they  might  be  the  only  show  in  town. 

We’ve  been  doing  the  column  for 
nine  years,  and  it  does  a  couple  of 
things  that  would  work  for  the  largest 
metro  and  the  smallest  weekly; 

♦  It  gives  everyone  a  chance  to  be  a 
star.  Your  name  and  photo  in  the  social 
column  means  you’re  important  in  the 
community',  you’re  a  doer  and  your 
efforts  are  being  noticed. 

♦  It  gives  readers  a  feeling  for  the 
vibrant  social  life  of  the  town,  a  social 
life  they  have  access  to  because  tickets 
for  the  BPW  fashion  show  are  only 
$25.  People  recognize  their  friends  in 
the  column,  so  they  read  it  all  the  way 
through.  And  readers  who  would  never 
think  of  donning  a  tux  and  spending 

$  1 50  for  a  gala  tell  me  they  get  a  vicar¬ 
ious  thrill  from  reading  about  them, 
especially  if  they  know  somebody 
there,  who  may  just  be  their  doctor  or 
lawyer. 

♦  A  social  column  personalizes  your 
coverage.  Since  smaller  papers  often 
suffer  from  a  revolving  door  of  young 

(See  Shop  Talk  on  page  57) 


Taking  the 
society  beat  from 
exclusive  to 
inclusive  yields 
good  will,  access, 
sources 
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HOW  VO  YOU  HEACH  THE  PUBLISHERS,  EDITORS,  AND  HEY  DECISION-MAHERS 
WHO  WILL  BUY  YOUR  UNIQUE  SYNDICATED  NEWS,  FEATURES  &  SERVICES?.... 


ere  is  a  valuable  opportunity  to  keep  your  message 
in  front  of  the  publishers,  editors,  and  other  key 
decision-makers  who  refer  to  this  directory  throughout 
the  year.  Advertise  in  the  only  comprehensive  source  of 
syndicated  services  and  show  these  influential  people 
how  your  features  can  make  their  newspapers  better  ... 
how  they  can  help  build  circulation  and  increase  read¬ 
ership.  Your  message  will  be  within  easy  reach  when 
newspaper  content  decisions  a^e  being  made. 


Space  Deadline:  July  10 

Material  Deadline:  July  20 

90MUS  KEADEKSHIP!  OUU  mCUlATlOK 
OSPARTmeMT  RPeSIPPS  RiQUeSTS  FOR  THIS 
UNIQUE  UlRECTORf  AU  TEAR! 


The  directory’s  sections  make  it  easy  for  users  to  find 
just  what  they’re  looking  for. 

DIRECTORY  OF  SYNDICATES  -  Alphabetical  listing  of 
syndicate  names,  addresses,  telephone  and  e-mail 
numbers,  Web  sites,  executives  and  editors 

TITLES  OF  9YLINED  FEATURES  -  Alphabetical  listing 
of  features  by  titles  with  byline  credits  and  syndicates. 

FEATURES  BY  AUTNOR/ARTIST  -  Alphabetical  listing 
of  authors/artists  with  titles  of  features  and  syndicates. 

CLASSIFICATION  OF  FEATURES  -  Grouped  by  sub 
ject  matter  with  titles  of  features,  frequencies,  size, 
how  furnished,  authors,  artists,  and  syndicates. 


SALES  OFFICES 

•  New  York  (212)  675-4380  -  Fax  (212)  929-1259 

•  Chicago  (312)  641-0041  -  Fax  (312)  641-0043 

•  Denver  (303)  333-9840  -  Fax  (303)  333-2924 

•  New  England  (508)  821-4670  -  Fax  (508)  822-5039 

•  Classified  Dept.  (212)  675-4380  ext.  170 


How  can  you.,. 


maximize  efficiencies,  manage  color, 
measure  success,  decrease  costs,  leverage 


&  protect  brand  identity,  handle  multiple 
content,  guarantee  ad  positioning,  automate 
edition  planning,  exceed  sales  goals, 
increase  revenue,  achieve  complex 
zoning,  improve  local  focus,  manage 
diverse  workflows,  exploit  new  technology, 

...create  the  daily  miracle,  and  do  it  quicker, 
better,  cheaper  again  tomorrow? 


